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NATIONAL VOICE 





CaSY On 


YOUR “OPEN TO BUY” 
YOU FIT ALL SHOES 
WITH % THE 
INVENTORY. 


easy olf 


THE SHELF . . . THANKS 
TO NATIONAL PROMOTION 
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WIM §=AND IN 12 
FARM MAGAZINES 


TINGLEY 


DISTRIBUTORS OFFER 
IMMEDIATE SERVICE 
FROM LOCAL 
STOCKS. 
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oval toe...an excellently tailored walking shoe for Spring. 
Crafted in Hubschman’s Calf #3308 Bone. Also done 

in #507 Flight Blue, #516 Basque Red, and Black, by 
Craddock-Terry Shoe Corporation, Lynchburg, Virginia. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23 . . . Fashion Office: 261 Fifth Avenue, New York 16 





NO GAME 
OF CHANCE 


when you choose 


FOR CHILDREN OF ALL AGES 


No. 6032 


In Stock 
Patent Leather 
One Strap 


4 to 6 
642 to 8 
82 to 12 
12%2to 3 


Also in-stock in White, 
No. 6081. 


There is no game of chance when you carry a 
complete line of Kali-sten-iks shoes. 
Quality crafting and styling — assure you 
a quick turnover of your stock. 


: ‘ . My No. 4165 
See your Kali-sten-iks representative , 7 
or write us — now! ' | 


In Stock 
Brown Oxford 
with Allenite Tip 


64a to 8 
812 to 12 
12% to 3 


Also in-stock in Black, 
No. 4125. 
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THE ONLY BIG BRAND IN ITS PRICE FIELD 





B 
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ELOW 
10° 


THE MOST NUMBER OF WOMEN, BUYING THE MOST NUMBER OF PAIRS, 
BUY MOSTLY UNDER $10...AMERICAN GIRL IS THE VOLUME-BIG-BRAND IN 
THAT FIELD... IT IS THE ONE COMPLETE LINE THAT CAN SELL ALL 
WOMEN, FOR ALL OCCASIONS — RETAILING AT $5.99 TO $10.99. THEREFORE, 
IT IS THE ONE LINE THAT HAS EVERYTHING FOR GROWTH, FOR PROFIT. 




















a h, 
Is 
This 


SOME QUESTIONS ALWAYS ANSWER THEMSELVES! 


Here’s another one: 


WHAT WHITE LEATHER STAYS WHITE 
AND IS WASHABLE? 


Retailers and manufacturers deserve the credit 
and thanks for LEVOR white leathers being 
named “THE WHITEST WHITES”. 
Through the years, and with increasing fash- 
ion importance of white footwear, style leaders 
use this trade mark to voice their preference. 


THE WHITEST WHITES® 


Le Vor 


washable K/ID:-CABRETTA:CALF 
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COMMENDED VINYL FABRIC 


Wherever outstanding style and dependable quality is found... 
You will find FEDERAN 


The FEDERAN tag... . proudly bearing the Quality Certification of 
the United States Testing Co. AND the Commendation of Parents’ 
Magazine ... has made SHOES of FEDERAN the most sought after 
by discriminating buyers and consumers everywhere! 


FEDERAN has all of the desirable characteristics of the most expen- 
sive skins and fabrics. 


FEDERAN is available in exclusive Raymond Loewy created patterns 
and colors. 


FEDERAN samples, prices and merchandising assistance details are 
immediately available. Write today, and be sure that you too are 
using the Certified Best! 





Mr. NEOLITE says: 


You must see it to believe it! | can’t find 


NEW SATIN FINISH on 





—H/ hevoltilionany hol 
* Oth the moat cbegard; moat 
Aole 


AMAZING RETAIL SELLING ADVANTAGES... 


e Looks and is soft and mellow! 
e Absolutely uniform and flawless ... and looks it! 


AMAZING MANUFACTURING ADVANTAGES... 


e Engineered for processing with existing equipment, requiring no 
special bottoming technique! 
e Easy to apply ... minimizes factory labor! 


PLUS THE REGULAR NEOLITE FLEX SOLE FEATURES 


e Extreme flexibility and lightness! e True comfort... long wear! 


NEOLITE, AN FLASTOMER-RESIN BLEND, T.M — THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 
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words strong enough to describe the 


FOLITE. 7x SOLES | 


-—---—-} 


Don't miss it! 

Be sure to see the 
NEOLITE Flex Sole 
with the sensational 
new satin finish, 
Call your Goodyear 
Representative. Or, 
if you prefer, write 
to: Goodyear, Shoe 
Products Division, 
Akron 16, Ohio. 


5 Pee “IE: Ht 


Watch the award-winning GOODYEAR THEATER 
on TV every other Monday evening 
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PELLONADN A, PELLON 


» FLEXIBILITY « FLEXIBILITY 

e LIGHTNESS A _—— . o LIGHTNESS 

e SHAPE RETENTION / . » SHAPE RETENTION 
o SALEABILITY o SALEABILITY 


st st 
IN PERFORMANCE IN PERFORMANCE 


Insist on authentic PELLON for true flexibility! 





PELLON CORP. Empire State Bldg.,N. Y.1 Shoe Sales Division: IRVING J. FIFE & CO. 432 Park Ave. South, N. Y. 16 
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No Substitute 
For Planning 


\UMP/NG-JACKS 


“Finest fitting 
shoes for 
Children”—not 
just a slogan 
but a fact! 


is the opinion of Glen Allen 
of John G. Meyers Company 
Albany, New York 











— “The one single function that plays the strongest 
role in ‘selling your way to the top’ is PLANNING,” 
says Don G. Mitchell. 


— “Good planning in all aspects of the business . . . 
but especially in marketing . . . is particularly im- 
portant these days because our economy is moving 
forward at a teriffic rate of speed. 


Dear Joe: 


Have now had sufficient 
time to make a sensible study 
of our JUMPING-JACKS per- 


—‘Planning sets up a sort of momentum to the opera- formance. 


tion; and if it is done properly, you find yourself 
moving gradually into the stream of traffic, and 
gradually increasing your speed. The next thing 
_ know, you are moving along with everybody 
else. 


There's one finding in 
which you'll probably be in- 
terested: excellence of fit 
seems to be the concensus of 
opinion of our fitters. 


Ted Richmond has been 
quite emphatic about the 
byline of your trademark, 


—‘The day of hit-or-miss selling has gone for good. 
In achieving sales success today, there is no substi- 
tute for planning, for defining objectives and follow- 
ing them through. 


—“It goes almost without saying that planning must 
be scientific or it is worthless; and this is particu- 


larly so these days when everything is becoming 
more and more scientific. 


—Unfortunately, problems have a habit of not getting 
up and walking away to solve themselves. They like 
to sit there, and the only way you can lick them is to 
solve them—scientifically. 


—“T'm not suggesting that marketing men get so scien- 
tific that they spend all their time manipulating 


slide rules and filling out graphs and accounting 
sheets. 


—“But I am suggesting that there is no substitute in 
this highly competitive marketing-oriented economy 
for an organized and managed study of problems, 
accumulation of objective information concerning 
that problem, and evaluation and use of that in- 
formation.” 


€.B. Tathume th, 
Publisher 
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"America's Finest Fitting 
Shoes for Children," and we 
now agree, for experience has 
proven that we turn custom- 
ers faster with the "easy" 
fitting quality of JUMPING- 
JACKS. 


Regards. 
Yours truly, 


oon eld 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 
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ality calf leather for men 
... black and colo 


. 


THE...“ : 1O LEATHER CO. GIRARD, OHIO 
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Cambridge 
ee 
in fashion — 
first again... 


RAYNSHU 


The is! | 
most say | 
FASHIONABLE stai 
thing 
in PLASTIC 


About time? You're right! Trust Cambridge to come up with the most exciting 
impulse-buy item in several years. Raynshu fits—it fits snugly, it’s light, it’s smart 
enough to be worn from the office to a dinner date. It has shape, it has styling 
plastics never had before. It’s 100% salable, 100% practical. 


$900 


RETAIL 


SPIKE HEEL CLEAR PLASTIC 
HI-CUBAN HEEL SMOKE PLASTIC 


Camb ri dge RUBBER COMPANY 


CAMBRIDGE, MASS. 
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CUT 
| INSEAMING 


_CosTs 





@ Substantial Welt 
Savings 


e Higher Production 


e@ Smoother and easier 
to operate 


1. addition to substantial welt 
savings the Goodyear Inseam Sewing 
Machine — Model D provides smoother, 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


Automatic welt cut-off and controlled 
welt usage combine to give higher 
production at lower cost on all types 
of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam is 
sewn right over the welt joint for added 
strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


jWnited. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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Keep 
Your ila. 


C ONVERSE 


oe the complete line that’s geared to go in 1960 


Here’s the 1960 canvas and casual line that insures fast 
sales action... all season long! New styles, new fabrics, 
new colors ... for the whole family. 

Big sellers, big values . . . all built 

to the quality standards 

maintained by Converse 

for over 50 years. 


CANVAS 


Customer-preferred for sports, gym, 
general wear. Featuring the exclu- 


sive‘Triple C” comfort cushion arch. CASUALS 


Styles with top sales-appeal .. . 


light, cool, buoyant. Doubly appeal- Cc oO oO L ETT ” S 


ing because they’re washable. ; 3 : 
s y Rainbow-bright styles in cool, super- 


soft, washable fabrics. Priced right 
for volume sales. 


CONVERSE 
AT THE SHOW 
CONVERSE RUBBER COMPANY @ HOTEL NEW YORKER 


a MALDEN 48, MASSACHUSETTS 
Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. Pp Pp S SA 


100 Freeway Blvd., So. San Francisco » 241 Church St., New York 13, N. Y. ROOM 1429 





not on all shoes...just the best ones... 





AVONITE 


It’s chic to be sure-footed. Lighter, more flexible Peti Rib 


means perfect poise for fashion on-the-go. 


AVO N SOLE COMPANY 





New 
French Style 


a looking for 


news-making 


Hand-Laced 

True Moccasin 
New American 
Influence Casual 


see what’s been added 
to Medwed’s famous moccasin line! 


Medwed, America’s largest moccasin maker, as usual, 
does the unusual! Come see the complete new casual line, 
including the latest trends in Continental and American 
influence styling. You'll be glad you did! 
Priced to retail profitably at $4-$11. 


Pinchos Lae pad) Eo) | mecaietinne 


' P.P.S.S.A. HOTEL NEW YORKER — 
MEDWED FOOTWEAR, INC., FACTORY: Rooms 923 — 924 
SKOWHEGAN, MAINE 4 




















This illustration will appear in a full-page full-color ad next spring in LIFE 


JARMAN INTRODUCES 


“Evershine leather 
worlds firct leather with obuilt-in' shine 


Biggest hit at the recent National Shoe Fair was Jarman’s new ‘“‘Evershine’”’ leather. We 
were not at all surprised, because this amazing leather with the “built-in” shine just naturally 
attracts attention — and admiration — wherever it is on display. @ No wonder! Just 
a few whisks with a brush or cloth and dust and dirt are gone and the lustrous shine is 
restored. These unique shine-retaining and dirt-and-water-repelling qualities are the 
result of a brand new tanning and finishing process developed by the Jarman research 
department. @ You can well imagine the terrific consumer appeal. When a man 
realizes the time and trouble he saves with ‘‘Evershine,” he will be sold on it 
immediately. And when he sees the smart shoes Jarman designers have 

fashioned of this handsome, high-grade leather he’ll become a buyer for 

sure. @ ‘‘Evershine’”’ is the most newsworthy, but for spring — as always — 

Jarman has a line full of promotable features. It is a line (backed 

up by the industry’s finest national advertising) which will 

mean more customers, more sales, more profits for dealers 

everywhere. @ Write us for further information. 


JARMAN SHOE COMPANY «+ NASHVILLE, TENNESSEE SHOES FOR MEN 
A GENESGO DIVISION To retail! at $10.95 to $19.95 most sty 





SHE’S YOUR CUSTOMER... BUT SHE’S NOT THE SAME WOMAN SHE WAS YEARS 
AGO! SHE’S PART OF THE SWEEPING CHANGE THAT HAS TAKEN PLACE IN 


EVERY CITY, EVERY SUBURB IN AMERICA! SHE’S GOING MORE PLACES, DOING 
MORE THINGS, HAS MORE MONEY TO SPEND AND MORE LEISURE TO SPEND IT 
IN THAN ANY WOMAN IN HISTORY! THE CLOTHES SHE “LIVES IN” REFLECT THIS 
‘CHANGE! THEY’RE CASUAL... BUT NEVER CARELESS! AND SHE WANTS SMARTLY 
CASUAL GOLOS TO GO WITH THOSE CLOTHES! STATISTICS PROVE IT! IN THE 
LAST TEN YEARS, THE DEMAND FOR THIS TYPE OF SHOE HAS JUST ABOUT 
DOUBLED! AND THE PROSPECT FOR SPRING LOOKS EVEN BIGGER! LET GOLO SHOW, . 
exou HOW TO MAKE THE MOST , QF THIS BOOMING MARKET!) ¥ 
sNOV. '29-DEC. 38 IN THE COMFORT 
‘EMPIRE STATE BLDG. SUITE 925. 


YOUR EXTRA CONVENIENCE; 





Many beautiful fashion 
right, mill-dyed, colors 
are available. 

Swatch books 
available on request. 


aN ARMOUR LEATHER COMPANY 


TANNERS WITH THE FORWARD LOOK 


NEW YORK : BOSTON - WILLIAMSPORT, PA. - ST. LOUIS » CHICAGO - SHEBOYGAN, WISC. 








YOU KEEP ON 
THE GO 
WITH GODMAN / 





They're Value Packed 
Priced To Sell 


at 


$395 $495 $H 95 


Never Out 
LEADING STORES from Ses. 
coast to coast are already aboard of In Stock Service 


the OLD PALS brand wagon. 
You'll find out why OLD PALS 


are the sales sensation of the 
year when you start featuring Great Lines of Footwear 


them in your store. 
ee odman company 


To get the best value in children's shoes, write 
wire today for a catalogue or a salesman's call. COLUMBUS 16, OHIO 
NEW YORK OFFICE: 
646 Marbridge Building — 34th and Broadway 
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Industry Outlook Still 
Favorable, Field Says 


BOSTON—After reviewing the 
course of the shoe industry thus far 
this year, Maxwell Field, executive 
vice-president of the New England 
Shoe and Leather Association, con- 
cludes that ‘‘the 
outlook for the bal- 
ance of 1959 is 
equally favorable.” 

“We expect a } 
continuation of the ~ 
excellent business 
conditions which 
have prevailed,” he 
says, “and we fore- 
cast an output of 
635 million pairs 
for the country as 
a whole, 222 million pairs of which 
will be made in New England. Added 
to this will be an additional 15 to 20 
million pairs of imports, making 
total United States consumption 650 
to 655 million pairs.” 

Gross national product is expected 
to rise to an annual rate of $500 
billion by the end of the year, a gain 
of 10 per cent, Mr. Field notes. 

“This spells good business,’ he 
says, and “the shoe business should 
share in this general prosperity. In- 
ventories are not excessive. Con- 
sumer demand is still strong, par- 
ticularly for fashion-right, well-made 
fuotwear of all types.” 

Comments that higher shoe prices 
would curtail retail business have 
been made many times in the past, 
Mr. Field points out. But the record 
volume of personal income should 
dispel any such doubts, he says. 

Mr. Field claims the industry can 
profit “by promoting fashion, provid- 
ing value and fitting the customer 
properly. If we succeed it may well 
pave the way to another record- 
breaking year in 1960,” he adds. 


MAXWELL FIELD 


Boston Club to Open Season 


BOSTON—The Boston Boot and 
Shoe Club will open its 71st season 
with a dinner meeting at the Ho- 
tel Statler Hilton here on the eve- 
ning of November 18. Guest enter- 
tainer will be Sidney Radner, a 
well known lecturer and magician. 


November 15, 1959 


Earlier Timing by 1964, Maybe Sooner: 


Shoe Fair Date 


A shift in NSF dates is now as- 
sured. When it will come, re- 
mains uncertain. In their zeal for 
an early change, some NSF lead- 
ers suggested moving the Fair to 
another city or cities. 


EARLIER dates for the National 
Shoe Fair, long a topic of intra- 
industry controversy, are now a cer- 
tainty. But just how soon they can 
go into effect is by no means cer- 
tain. The change may take as few 
as three or as many as five years. 

In view of the generally recog- 
nized need for earlier dates, even 
the location of the Shoe Fair has 
now become a_ subject of dis- 
cussion. Commitments were made 
long ago with Chicago hotels to 
hold the 1961-1963 Shoe Fairs dur- 
ing the last week of October, and 
NSF officials are running into dif- 
ficulty in making any change in 
Chicago before 1964. 

Earlier dates in 1964—with the 
second Sunday of October as the 
likely starting point—-are said to 
be “virtually positive.” There’s a 
“fair probability” of a change in 
1963, a remote possibility for 1962. 
Barring the unexpected, however, 
the Shoe Fair will stay in October’s 
final week during 1960 and 1961. 


Committee Planned 


The National Shoe Fair Commit- 
tees gave a thorough airing to the 
date situation — and to the Shoe 
Fair’s location as well—at a meet- 
ing in Chicago during this year’s 
Fair. Some 25 persons representing 
both sponsoring associations, the 
National Shoe Manufacturers and 
the National Shoe Retailers, were 
on hand. They agreed to set up a 
new committee to study the entire 
situation. 

Pressure for a change of dates, 
Shoe Fair officials said, has come 
from both retailers and manufac- 
turers. Spring lines are going on 
the road early in October, and re- 
tailers are making their commit- 
ments sooner than in the past. In 


Change Studied 


order for the retailer to reap the 
full benefit of earlier lines, the 
Fair dates must be advanced, pro- 
ponents say. 

Principal obstacle to an early 
shift in Shoe Fair dates is the ho- 
tel situation, officials of the Fair 
stressed. They point out that it nor- 
mally takes four or five years to 
move show dates, because of com- 
mitments to other exhibitions by 
the hotels. 


Other Shows Involved 


Representatives of the Shoe Fair 
hotels—the Palmer House, Conrad 
Hilton, Congress and Morrison— 
told the NSF Committees that Oc- 
tober is their biggest convention 
month. To move the Shoe Fair's 
dates, hotelmen said, they would 
first have to induce other shows to 
shift dates. Whether this is possi- 
ble for 1962-63 is uncertain, but ef- 
forts are being made to bring it 
about. 

At the Shoe Fair Committees ses- 
sion, members did give some con- 
sideration to moving the site of the 
Fair. Objective of such a plan 
would be a change in dates sooner 
than 1963 or 1964. 

A suggestion to move the show 
permanently to some city other 
than Chicago drew an unpopular 
response. Another plan, however, 
called for holding the Fair in per- 
haps three different cities on an 
alternating basis. One eastern city, 
one in the Midwest and one in the 
Far West might be included in the 
plan. To this idea too, many “im- 
practicalities” were cited. But the 
possibility of a new location will 
be referred to the new committee, 
along with the question of timing. 

In listing the second Sunday of 
October as the probable starting 
date of the show in future years, 
Shoe Fair officials stressed that 
even this is tentative. 

“In trying to anticipate the 
change in industry timing and the 
need for our show to conform,” 
said one observer, “we may find it 


(CONTINUED ON NEXT PAGE) 
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Detroit Fair Feels Strike’s Effects 


Attendance was down, business 
“satisfactory” at the Michigan 
Annual Shoe Fair. Many buyers 
planned to delay most of their 
spring ordering until January. 


DETROIT—Although attendance 
at the Michigan Annual Shoe Fair 
was lighter than at some previous 
shows here, most exhibitors re- 
ported satisfaction with the size 
and quantity of orders written. 

General opinion seemed to be 
that business was “all right” but 
“not up to what it should be”’— 
mainly because of the effects of the 
prolonged steel strike. 

The Shoe Fair, co-sponsored by 
the Michigan Shoe Travelers’ Club 
and the Michigan Shoe Retailers’ 
Association, was held November 1- 
3 in the Statler-Hilton and Detroit- 
Leland Hotels. Over 100 exhibitors 
showed spring styles. 

Numerous size-up and small or- 
ders were placed, indicating that 
many buyers were not buying ahead 
but rather to fill immediate require- 
ments. The volume of orders on 
new spring merchandise was for 
early spring shoes to be delivered 
in January and February. 


Wait for Spring Show 

Many retailers felt that they 
would be better off to place the bulk 
of their orders at the Spring Shoe 
Show held here in January—par- 
ticularly in view of the fact that 
this is a northern climate with a 
late spring selling season. Mer- 
chants also recognized that Easter 
comes later in 1960, falling on April 
17. 

Other than perennial “bread and 
butter” patterns in the children’s 
lines, the most active sellers were 
nylon velvet ties and red or gray 
shoes for girls, and gray bucks for 
the little boys. 

Growing girls’ and misses’ lines 
featured many patterns in light 
neutral colors such as bone, smoke, 
honey and Norwegian tan, as well 
as the “high” colors of camel, tan- 
gerine and bright blue. Shown pri- 
marily in soft little flattie styles, 
these colors were selling very well 
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for early delivery. Several exhib- 
itors commented that they were 
not receiving as many orders on 
patent as in past seasons. 
Needless to say, the cha cha boot 
was the one outstanding style—a 
carry-over from the winter lines. 


Black Patent for Women 


Sales of women’s dress shoes con- 
centrated on the tapered-toe, closed 
pump with decorative trim or bow. 
As for color choice, black patent 
remained in first place followed by 
bone and white. Reds and blues 
also proved to be popular with buy- 
ers. Luster calf in pastel colors, 
used in both dress and casual 
styles, was also meeting with buyer 
approval. 

Orders were substantial on all 
types of women’s casuals—from 
very dressy high wedge mules to 
flat-heeled leather thong sandals. 
Vinyls accounted for approxi- 
mately 9 per cent of all dress shoe 
sales—up considerably from past 
seasons. Here again, in the women’s 
lines, cha cha boots were one of 
the top sellers. 

Men’s dress shoe sales were 
mainly on plain toe or stitch-and- 
turn moccasin types, with renewed 
interest in slipon styles. The lead- 
ing color continued to be “B and 
B.” In the ventilated summer shoe 
category, all-leather styles with 
punched or woven designs ac- 
counted for 75 per cent of the sales, 
making nylon mesh a poor second. 
Best sellers in men’s casuals were 
glove leathers and unlined buck in 
slipon, two- or three eyelet, and 
chukka styles. 


Shoe Fair Date Change 
(CONTINUED FROM PAGE 21) 
necessary to make an even bigger 

jump in timing.” 

Until the new committee acts, 
six months to a year from now, the 
questions of when and where to 
hold future Shoe Fairs will remain 
in an exploratory state. NSF of- 
ficials emphasized they have drawn 
no definite conclusion on either 
point. All that is certain is that 
change will come. 


Record List of Exhibitors 


Signed for Leather Show 


NEW YORK—A record number 
of exhibitors will take part in the 
56th semi-annual Leather Show, 
December 17-18 at the Statler-Hil- 
ton Hotel here. Footwear tannages 
for fall and winter 1960 will be 
shown. 

Officials of the Tanners’ Council 
of America, sponsoring organiza- 
tion, have attribute the gains to the 
show’s new timing, two months 
ahead of the February dates of cor- 
responding shows in the past. This 
will be the first Leather Show to 
be housed in the Statler-Hilton, 
where the ballroom and exhibition 
area have been newly enlarged. 

Exhibit hours will be 9 a.m. to 
7 p.m. on Thursday, December 17, 
and 9 a.m. to 3 p.m. on Friday, 
December 18. Attendance the first 
day is limited to manufacturers 
and retailers. Suppliers and others 
may attend Friday. 





Assistant to President Named 
By Amalgamated Leathers 


WILMINGTON, DEL.—Joseph A. 

Paciello has joined Amalgamated 
Leather Companies, Inc., here, as 
assistant to the president with 
administrative duties. The appoint- 
ment was an- 
nounced by J. 
Frank Bishop, 
president of the 
company, a major 
producer of kid 
leathers. 

Mr. Paciello has 
been _ associated 
with E. I. du Pont 
de Nemours & 

Company for more 

than 20 years in JOSEPH A. PACIELLO 
the Organic Chemicals department, 
Dyes and Chemicals division. He 
joined du Pont after graduating 
from Pennsylvania State University 
in 1938. 

A nationally known figure in the 
leather industry as well as the paper 
industry, Mr. Paciello is a member 
of the American Leather Chemists 
Association and the Delaware Valley 
Tanners Club. 
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Macy’s Holds ‘Shoe Promotion Week’ 


In Cooperation with Leather Industries 


NEW YORK—A special promotion of women’s 
fall footwear for home, daytime and evening wear 
was sponsored last week by R. H. Macy and Company 
in cooperation with Leather Industries of America. 

The department store decorated its three huge 
windows facing on Broadway with boots, street 
shoes and evening footwear. During “Shoe Promo- 
tion Week,” four shoe fashion shows were produced 
by Miss Billie Gould, LIA fashion director, who also 
served as commentator. At a preview for Macy’s 
employees, she discussed latest news in silhouettes, 
colors, leather finishes and shoe selling techniques. 

Announcing the six-day promotion was a three- 
page ad in the November 8 Sunday Times, featuring 
57 shoes, along with other ads in New York press. 

Leather footwear featured by Macy’s was priced 
in the $7.99-$24.99 range. Theme of the six-day 
event was “Walk Beautifully in American Leathers,” 
and window streamers stressed this idea. 


Crown Self-Service Chain to Move 


Into Cleveland District with 10 Stores 


CLEVELAND—Crown Self-Service Stores, Inc., 
Chicago-headquartered shoe chain, will open 10 units 
in the Cleveland area, it was disclosed here. All 
are scheduled to open by February 1. 

Three leases have already been concluded, a local 
real estate firm said. These stores will be at 22750 
Shore Center Ave., Euclid; 6386 Pearl Rd., Middle- 
burg Heights, and 3808 E. 131st St. 

The growing Crown chain opened its first unit in 
February 1957 in Gary, Ind. Now it operates 15 
stores in the Greater Chicago area, five in Greater 
Milwaukee, and one in Lafayette, Ind. 


Goodyear Directors Vote Stock Split; 
9-Month Sales and Profits Set Marks 


AKRON, O.—A three-for-one stock split, a 124% 
per cent increase in the cash dividend on the common 
stock and a 2 per cent stock dividend on the split 
shares were authorized by directors of The Good- 
year Tire & Rubber Company. 

E. J. Thomas, board chairman of the company, 
reported that sales and earnings for the first nine 
months of this year were the highest ever. 

Estimated net income for the nine months ended 
September 30 reached a record level of $58,917,842, 
equal to $5.44 per share. This is an increase of 24 
per cent compared with $47,452,796, or $4.38 per 
share, earned in the corresponding period last year. 
Consolidated net sales for the first nine months 
totaled $1,203,521,622, an increase of 20 per cent 
compared with sales of $1,001,677,845 reported for 
the like period a year ago. 
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Endicott Johnson Reports Sales Gains; 
Company to Open More Stores in 1960 


ENDICOTT, N. Y.—Endicott Johnson Corpora- 
tion plans to enlarge its network of 600 company- 
owned shoe stores in 1960, according to Frank A. 
Johnson, president. The number of new outlets to 
be opened reportedly has not yet been decided. 

The company’s sales for the fiscal year ending 
October 31 totaled about $150 million compared with 
sales of $134,553,027 in fiscal 1958, Mr. Johnson said. 
Earnings in 1958 amounted to $1,895,109, or $1.98 
per share. 


Homer Selby Dies at 79; Was President 
And Chairman of Manufacturing Firm 


PORTSMOUTH, O.—Homer C. Selby, 79, presi- 
dent and chairman of the board of the former Selby 
Shoe Company, died in a local hospital early this 
month of a heart attack. 

He was the son of George D. Selby, founder of 
the firm, which made women’s footwear. He was a 
bank director; founder and owner of Universal Sales 
Company, an auto agency firm operated by his son, 
George D.; and a director of Mitchellace, Inc., a shoe 
lace firm here. In his youth Mr. Selby was an out- 
standing halfback on the Case Institute football 
team. 

Surviving are two brothers, Mark W., who is re- 
tired, and Roger A., head of Selby International, 
Inc., here. 


Louis Schaefer Is Named Chairman 
Of °60 National Shoe Fair Committees 


CHICAGO—Louis J. Schaefer, vice-president in 
charge of sales for Brown Shoe Company, St. Louis, 
is the new chairman of the National Shoe Fair 
Committees for 1960. He succeeds Clovis P. Saund- 
ers, San Francisco retail executive. 

Mr. Schaefer represents the shoe manufacturing 
segment of the committee. Representing the retail 
side is the vice-chairman, Marcus Rice, shoe mer- 
chandise manager of Famous-Barr Company, also 
in St. Louis. 


Rick Named President and Treasurer 
Of Curtis Stephens Embry Company 


READING, PA.—James Rick has been named 
president of Curtis Stephens Embry Company, 
children’s shoe manufacturers, in addition to his 
post as treasurer. He was formerly vice-president 
and treasurer. 

Richard P. Curtis is serving as vice-president and 
secretary. Harold A. Erich remains assistant secre- 
tary and assistant treasurer. 

Mr. Rick last month was re-elected president of 
Independent Shoemen for a second year. 





Headlines 





Traffic Up, Buying ‘Good’ at St. Paul 


Buyers at the Northwest show 
came from a wider area than in 
the past. They requested early 
deliveries. The price situation 
seemed not to be a prime concern. 


By DONALD M. LYONS 


ST. PAUL, MINN.—Registration 
was up about 20 per cent at the 
showing of spring and summer shoe 
fashions by the Northwest Shoe 
Travelers, Inc., at the St. Paul Ho- 
tel early this month. 

Although it varied from show- 
room to showroom, buying was gen- 
erally good. Some sales representa- 
tives said they had had more activ- 
ity at this market than ever before. 
A trend cited by one exhibitor was 
the increasing scope of the show: 
many retailers attended from Iowa, 
Montana and Eastern Wisconsin in 
addition to the usual merchants 
from Minnesota, the Dakotas and 
Western Wisconsin. 

Buyers were purchasing shoes for 
earlier delivery—even those from 
the smaller towns outstate. 

Price was said to be not too im- 
portant with most retailers recon- 
ciled to the fact that shoes will be 
higher before they are lower, ac- 
cording to Ed Trench, executive sec- 
retary of the Shoe Travelers. As a 
rule the merchants were not making 
an issue of prices, he said. 


Most Prices Steady 


There was very little “downgrad- 
ing” at the market—it occurred in 
only a few isolated cases. Most prices 
appeared to be holding fairly steady, 
and there were even some price re- 
ductions in children’s lines. 

Black patent pumps accounted for 
about 50 per cent of sales in high- 
fashion women’s shoes. Bone leather 
was second. Navy blue was selling, 
but not so well as last year. There 
was little interest in colored shoes, 
particularly the high shades. 

There was a big emphasis on mesh 
and straw numbers, especially the 
latter. White and beige were both 
good colors. White leathers and com- 
binations of white and black as well 
as white and brown were expected 
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to be much more popular this spring 
in spectator pumps. 

Closed heel and closed toe re- 
mained the general fashion trend al- 
though a few open styles including 
the sling pump were selling, and 
there was evidence that the open 
styles were starting to come back. 

The higher heels, such as 21/8 
and 23/8, were moving much better 
than the medium (17/8) heel in 
high-fashion styles. Bows and buck- 
les were still in evidence, although 
some lines were featuring pattern 
types. 


Double Needle Strong 


Narrow toes were selling better 
than ever, contrary to what was pre- 
dicted last spring, and the double 
needle toe was still the big last. One 
exhibitor said that the long, elegant 
look will be the high note in fash- 
ion shoes come spring. 

In casual styles for women, Italian 
flats with a stacked heel were more 
than holding their own. Natural 
(tan), white and bone were the col- 
ors that got the nod of buyers. 
Punched pig casuals also interested 
retailers. Squash heels (8/8) moved 
well and were bought even for the 
smaller towns. 

For tots zigzag saddle shoes in 
combinations of white and blue, 
blue and white, and red and white 


at $7.95 and $8.95 moved well. 
Regular saddles also were good. 
Shell cordovan numbers for boys in 
both black and burgundy interested 
merchants, and patent leather straps 
for girls (with the new tapered toe) 
also were bought. 

White was expected to be good 
for spring along with black and 
bone. Squash (or Queen Anne) heels 
were very strong in misses’ and 
growing girls’ styles). Skimmer 
pumps with bows also were big for 
misses and growing girls. 

Step-in styles appeared to be the 
big style trend in men’s spring and 
summer shoes, including some styles 
with elastic laces. Lightweight, flex- 
ible numbers were moving very well. 
Black was said to be selling better 
than brown, but dark brown was 
catching up fast. There was little 
interest in square toes, with many 
lines rounding them off for spring. 

Hand-woven types also caught the 
interest of buyers. Best-selling styles 
had a hand woven vamp with a plain 
leather back. Interest in black and 
white combinations also was grow- 
ing. There was a noticeable buying 
increase in dress-type slipons with 
hidden gores and higher riding pat- 
terns. 

One sales representative pointed 
out that the entire summer picture 
is one of light, cool shoes with more 
outstanding styling and eye appeal. 
Lightweight casual styles with 
leather and rubber soles also moved 
well. Brushed leather casuals were 
expected to be big for spring. 





Wellco Building Program to Permit Doubled Production 
WAYNESVILLE, N. C.— Wellco 


Shoe Corporation will launch a 
building expansion program that 
ultimately will double the com- 
pany’s production at its Waynes- 
ville plant. 

Daily output of slippers and 
casuals is now between 6500 and 
7000 pairs at this plant, one of 
three producing for the U. S. 
market. 

Heinz Rollman, president, said 
the long-range expansion program 
calls for a new two-story, 30,000- 
square-foot process building plus 
the renovation of some of the com- 
pany’s present buildings. Construc- 
tion is slated to start before next 
January 1. 

At present Wellco is in the proc- 


ess of acquiring adjoining property, 
which will double the firms present 
land holdings on which its plant is 
located. The company will convert 
the present main building into a 
warehouse for shoe stock storage. 
Plans call for expanding this struc- 
ture from 19,000 to 32,000 square 
feet. 

Mr. Rollman said his company 
ships footwear from Waynesville to 
every state. A sister firm, Ro- 
Search, Inc., develops and produces 
vuleanizing equipment for foot- 
wear manufacturing firms around 
the globe, besides providing tech- 
nical assistance for affiliated plants. 
Ro-Search maintains a_ separate 
building on the site of the Wellco 
facilities. 
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Presenting 1960 Spring Line .. S*sggeees 


STYLE #70 © i — - £ STYLE #72 
STRIPE TERRY — ane 4 STYLE #70 Pe ae. TERRY LINED 
et STRIPE TERRY a3 y STRIPE DENIM 


Size run 3-8. 36 pair assorted colors to case. 
Packed in Poly Bag or Display Box Packing. To 
Retail about $1.00 to $1.19. 

Net F.0.B. Factory 


Lea 


STYLE +820 a STYLE 7120 j AN , 
SOLID DENIM Ne F STRIPE TERRY (| Sahih «STYLE 7122 
SS ‘ \\) TERRY LINED 
STRIPE DENIM 





Sale Representatives 


WEST COAST | Make Room 1517 
plsnpnars otet, Room 708 Size run 5-11. 36 pair assorted colors to case. 
He ‘Angeles 13, California Packed in Poly Bag or Display Box Packing. To HOTEL NEW YORKER 
band Ph 3 Retail about $1.00 to $1.19. A Must Stop 
915 West End Ave, Apt. 5€ Net F.0.B. Factory 


New York 25, N. During P.P.S.S.A. 























‘di “KLIKIT" 
FASTENER 


AN STYLE #27 at epill Jy STYLE #570 
STRIPE TERRY ikea | STRIPE DENIM © © STRIPE TERRY 


INFANTS’ BOOTIES CHILDREN’S BOOTIES CHILDREN’S A-JUSTA-BOOT SLIPPER 
Size run 1-4. 36 pair assorted colors to Size run 5-8. 36 pair assorted colors to Size run 4-10. 36 pair assorted colors to 
case. Packed in Poly Bag or Display Box case. Packed in Poly Bag or Display Box case. Packed in Display Box Packing. To 
Packing. To Retail about $1.00. Packing. To Retail about $1.00. Retail about $1.98. 
Net F.O.B. Factory Net F.0.B. Factory Net F.0.B. Factory 


NOHEL MFG. CORP. 50 ALEPPO ST. PROVIDENCE, RHODE ISLAND 





AT THE PPS.S.A. YOUD NEED 
hoger ROOMS TO DISPLAY SHOES TOALL 
THE MEN WHO KNOWABOUT MOC-ABOUTS 


THATS THE SHOW SPACE You'D NEED To SHOW PATTERNS 
TO THE 11000,000 MEN THAT MOC-ABOUTS’ 
NATIONAL ADVERTISING CAMPAIGN REACHES ROUND 
THE CALENDAR . THROUGH ONE OF THE LARGEST 
NATIONAL PROMOTIONS IN THE FIELD, MOC-ABOUTS 
RUNS A NEW AD EVERY MONTH... INESQUIRE, 
ARGOSY, TRUE AND PLAYBOY. AND THAT MEANS FOUR 
OUT OF EVERY SIX MEN IN YOUR TOWN HAVE THE 
MOC-ABOUTS STORY BROUGHT STRAIGHT TO THEIR. 
POOR -INORDER TO BRING ‘EM 

STRAIGHT TO YOUR STORE! 


CLS, 


JUMBO-SIZED sHoE ORDER! OF LION SKIN, IN THE BELIEF THAT 
WILFRED HUNTER, SHOEMAKER OF DONCAGTER, M eaate Gmdler anc Cuan! 
ENGLAND, |8 MAKING GOLD-STUDDED ; 
CEREMONIAL SHOES ORDERED By AN INDIAN 

POTENTATE , THEY RE FOR HIS ELEPHANT ! 





MOCABOUTS oie SHOWING Up a New York 


,.. SHOWING: UP ALL THE OTHER CASUAL SHOES FOR CAREER 
AND CAMPUS MEN. FoR INSTANCE, SAMPLE THIS MOC-ABOUTS 
CASUAL ...WITH ITS COLLEGIATE AND ON-THE-TOWN STYLING 
"LINKED" TOGETHER WITH A STRIKING BRUSHED -METAL 
BUCKLE. JUST ONE OF MANY MOG-ABouTS' AT THE PRSS.A. 
RaOMS 618-619 , HOTEL NEW YORKER. LET US SHOW 

YOU WHAT MOC-ABOUTS CAN MEAN To YOU THIS SEASON. 


MOC-ABOUTS $5.95-8.95 


WOULD YOU BELIEVE IT© NASHUA FOOTWEAR CORP., 250 CANAL ST., LAWRENCE. MASS. 
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PLUSH 
PIGMILLION 
PIGSKIN 

BY THE 

HAUS OF KRAUSE 





NEA 
Wateie \@)),' 
IN LEAD Pee 


Milady of fashion’s new passion in footwear—lush color wedded 
to the luxury of plush Pigmillion Pigskin. Alive with rich color 
and texture, so soft and supple it’s a sure hit in new fashions 
created by top footwear stylists. Beyond beauty — this sales- 


appealing plus! All 16 glamorous colors are washable and 
cleanable! For details, write: 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 





MANY USES. .. cs many as there 


are outdoor activities 


roty 
? 
, 
> 


© for sportsmen 

© for farm workers 

© for construction workers 
@ for truck drivers 


@ for service station attendants 





1024... LIGHTWEIGHT 
COMFORT WITH 
leather, Treated ~RUGGEDNESS 


sweat resistant 
oak leather insoles 
Goodyear storm } 
welting. Non-skid 
““Ribber"’ soles and 
heels. 


COST TO YOU 


There's a big demand for boots that are soft, flexible, light- 
weight, comfortable, firm underfoot, sturdy and weather 
resistant all-around. Acme makes ‘em and makes ‘em right, for 
Acme knows how to build boots! The values will set the 

pace in your town... and there's plenty of out-of-doors boots pa 
business waiting for you! 














, 1044... ‘‘FEATHER-WEDGE”’ 
boots belong in cron 


1054 . . . INSULATED today’s comfortable, weight! DUK-BAK 
Full 7 sports leather. 
Fully insulated in both foot and top. Ful practical, colorful Goodyear “CO. 
grain cowglove lining in foot and leg BRA" wed 
lated cush ' li i sei bale 
net way of living. sole. Treated 
ioned insole 
DUK-BAK leather leather insole. 
| with “‘Ribber’ COST TO YOU 


ai eimai 
1090... ALL PURPOSE 


Soft pliable long 
wearing elk 
leather. Non-tar- 
nishing brass eye- 
lets. Water repel- 
lent “‘Dura-Cord”’ 
laces. Sturdy cork 
soles and heels. 











COST TO YOU 








~ » “ SOUTHWESTERN SHOE SHOW 
ACME BOOT COMPANY, INC. . M te EG Nov. 15-18—Rooms 840-841, Adolphus Hotel, Dallas, Texas 


Clarksville, Tennessee 


WORLD’S LARGEST —_ ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, 
ae ENGINEER BOOTS AND PARADE MAJORETTES 
BOOTMAKERS 
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FOR YOUNG FEET 


Simplex gives you the most complete line—widest choice of smart, new 
styles in all sizes, for boys and girls of all ages, shoes with corrective features, 
and nurses’ shoes. 


One source—backed by reliable “in-stock” service. 


One quality—so good it has made Simplex Flexies the choice of the 
finest stores in America for 38 years. 


One standard of craftsmanship—giving you shoes so smooth and supple 
they actually sell by their feel as well as their style. 


Mothers bring their children back season after season for Simplex 
Flexies—without shopping the clearance sales and bargain counters. That’s 
full-profit business—clean, high-prestige business—Simplex Flexies business. 
Your store can enjoy it...and you won’t find Simplex competing with 
you—which, you'll agree, is pretty important, too. 


SIMPLEX SHOE MANUFACTURING CO., Milwaukee 1, Wis. 
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No. 242—Shoe Latch. 
Little Gents 8 to 12 
Youths 1244 to 3 

Big Boys 3 to 7 


No, 1574—Bive 
No. 1575—Red 
Sizes 84 to 12 

124% to 4 





plex Flexie 
Booklet 
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‘the one that telis 'em .... 


It’s his finger on the pulse...his ear to the ground...his eye on the facts 





...1t’s the Boot and Shoe RECORDER, a prime source of operating 
information for the “man that matters” in your market. His decisions 
influence buying . .. the RECORDER influences him. He doesn’t just 
read it — he depends on it for significant coverage of the industry, 
available nowhere else. The Recorder delivers readership leadership 


— and delivers it in the mood to be told. 





If you missed any of these 
significant articles — Functional 
send for reprints to 

Russia Footwear 
Boot & Shoe Recorder, Shoe . 


Philadelphia 39, Pa. Industry 
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is the one that sells 'em 


READERSHIP — Leads its nearest IMPRESSION — Exposure time 





competitor by 94% according to for each issue is longer by months 
National Analysts, Inc. survey, which than any competitive publication. 


shows average of 3 readers per copy. 


VITALITY — 43,000 reprint IMPACT — Superior quality and 
requests in ten months — and the clarity of reproduction plus full color 
highest subscription renewal rate in availability, provide maximum 

the trade — 74.74%. visual power. 


Recorder 


A CHILTON PUBLICATION 
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SOONER OR LATER YOU'LL DISCOVER EDGE 


STEPPER... soft 
white elk hugs the lit- 
tle learner’s feet. Cute, 

and comfortable, too. 


LUCY .. . rhinestones 

twinkle on black dress- 
up shoes for the jun- 
lor miss. 


DARBY ...a classrom 
favorite in smart black 
and white. Sturdy con- 
struction for young 
scholars. 


THE BIG HOUSE FOR LITTLE SHOES EVER SINCE 1900 


Edwards shoes mean perfect fit 


Ed lia rd Ge Edwards fit means satisfied customers 


THE SHOE For CHILDREN Edwards customers are repeat customers 
PHI LADELPHIA 7 PA. Edwards. . . Means more business for you. 


Boot and Shoe Recorder 





@ The Senate-House Economic Committee is inquiring into 
the need for standby federal control over consumer credit. 


@ AFL-CIO has started a vigorous political cam- 
paign to elect friends and punish enemies in 
the November 1960 elections. 


® Government interest rates may go another 
point higher and foree up further rates on 
business loans and consumer credit. 


GEORGE H. BAKER 


Baker Reporting trom WASHINGTON 





Standby federal control over consumer credit is again being pushed in 
Congress. 

The shopworn drive to impose government regulations over credit may 
become a serious threat next year. Consumer installment debts are up again, 
the government itself is paying the highest interest on money it borrows in 
30 years, and commercial interest rates are at new highs. 

The Senate-House Economic Committee, under the chairmanship of Sen. 
Paul Douglas, D., Ill., has asked the Federal Reserve Board, the Treasury 
Department, and securities dealers for their opinion whether standby economic 
controls are now necessary to check inflation. 

The Committee wants to know their feelings of the need for simple con- 
sumer credit of the World War II Regulation W type, and also the need for 
government controls over loans to banks, commercial banking and lending, 
mortgage lending, and corporate, state and local securities issues. 


Unions have kicked off what promises to be a virgorous political cam- 
paign to elect their friends and punish their enemies at the nation’s polling 
places in November, 1960. 

COPE (Committee on Political Education), the political arm of the 
AFL-CIO, says it considers the election campaigns as “already underway.” 
And it warns that it may be choosy in 1960 about the candidates it picks 
to support. 

(Because many COPE-backed congressmen voted for the labor reform bill 
this year in defiance of AFL-CIO wishes, union heads believe they'll be more 
selective in the future as to which candidates will receive union dollars.) 

“Politicians might well give heed to the fact that trade union support 
should never be taken for granted,” COPE states. 

To show that it means business, COPE is urging local union officers to 
buy ($35) a 19-minute film on how to get maximum use out of the telephone 
in “getting out the vote” for union-backed candidates. It shows how “telephone 
leams” can “operate in furthering unions’ political activity.” 


Interest rates are going higher and money will get tighter before the 
siluation eases, top government monetary experts warn. 

Government interest rate payments may go as much as one percentage 
point above the current record high, they say. This would force up rates for 
loans businessmen need. And it would mean consumers would have to spend 
more of their money for interest payments, rather than for making additional 
purchases. 

The current money and credit muddle is complicated by the lengthy steel 
strike and the probability of six months or more of shortages after it’s settled. 

The problem has revived demands in Congress for giving the government 
power to control money and credit. The Senate-House Economic Committee 
is studying the proposal. 
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@ Fair Trade supporters are working during 
congressional recess to get grass roots sapport 
for federal legislation. 


Heport from © Federal Trade Commission is investigating use 


WASHINGTON ticcittcting may rent. 





Fair Trade supporters are being urged to start a new drive now to pass 
pending federal legislation. 

Rep. Oren Harris, D., Ark., in a “call to arms,” is urging businessmen 
who support fair trade to use the congressional recess to button-hole senators 
and congressmen while they are at home mending fences. 

Rep. Harris is the sponsor of a fair trade measure approved last spring 
by the House Commerce Committee, of which he is chairman. The measure is 
now pending before the House Rules Committee, whose approval is necessary 
before it can be brought to a floor vote. 

The measure would substitute for shattered state fair trade laws a federal 
law binding in all states which do not actively disapprove it. 

His bill (H. R. 1253) is “essential to the survival of small business re- 
tailers,” Rep. Harris insists. 

Leaders of the fair trade drive are frankly worried that they will not be 
able to get the measure to a vote in the House and Senate unless strong grass 
roots support develops behind it. 


A modified form of shoe labeling may be in the offing. If it comes, all 
shoes must be labeled as to the paper products they contain. 

The Federal Trade Commission is investigating the usage of paper and 
other nonleather materials in modern footwear. So far, the probers have come 
to no conclusions as to whether or not the use of paper products in shoes is 
“misrepresentation.” 


Federal laws protect the consuming public against false or misleading 
advertising, and against deceit or misrepresentation in the marketing of 
products. 


Does the shoe-buying public believe that today’s shoes are all leather? 
If the FTC finally decides that the use of paper products in shoes is deceitful, 
we can expect to see some legal action on the part of the FTC against these 
manufacturers. 

Recently, Earl W. Kintner, chairman of the FTC, lifted just slightly the 
veil of secrecy that surrounds FTC investigations. Mr. Kintner disclosed that 
the FTC study of shoe marketing practices, which soon will be one year old, 
has now been narrowed down to an investigation of some shoes made by a 
few companies. Furthermore, Mr. Kintner explained, on the basis of what is 
learned about the usage of paper in shoes, the FTC will then decide whether 
or not to file suit against the companies now being investigated. 

Mr. Kintner’s remarks came to light in identical letters sent to Senator 
Richard L. Neuberger and Representative Charles O. Porter, both Oregon 
Democrats. The congressmen had asked Mr. Kintner to keep them informed 
of progress in the government’s shoe investigation. Mr. Kintner wrote back: 

“The inquiry to date, being of a preliminary character, has developed 
only information of a general nature relating to the shoe industry and its 
products. 

“Based upon these data, it has been decided to conduct further investi- 
gations of an individual-case nature, to assemble more detailed information 
relating to specific products of some particular companies. 

(CONTINUED ON PAGE 65) 
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Whether “The Boot Look” or “The Suit Look” 
inspires your new— season footwear, 
rely on the proven popularity of “SHAG” 
for an important feature: 
“SHAG” . .. textured leather excitement... 
SELLS on SIGHT! 
Easy to cut, to work, to buy! 


_ Make Fashion News 
with BOOTS and SHOES 
ee: p’ 
styled in 


TRADE —MARK 


THE TEXTURED LEATHER 


These designs available to shoe 
manufacturers. Write for your 
free sketches TODAY! 


Send for swatches or contact our representative ... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 
145 South Street, Boston 11, Massachusetts 
“Fashion Right”’ Leathers from our Tannery, Penacook, New Hampshire 


Leather Show Booth 21 
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Here come the Viner braves, and they’re bringing you 
smart new fashions that will mean much wampum in 
the cash register this season! New patterns, new colors, 
new leathers, new excitement—from the house that’s fa- 
mous for making shoes “young and gay in every way”. 


tropicana 


young and gay in every way 


AT THE SHERATON-McALPIN 
Rooms 416-418-420-422 


...and at all Regional Shows 


VINER BROS., INC. 
Bangor, Maine Shoe Craftsmen Since 1905 
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MEET THE VINER BRAVES 


. Dick Hasey 

. Arthur Pett 
Ed Sherman 
Marcus Swan 
Tra Mack 
Ray Forgette 
. Ed Hemphill 
. Ray Dumont 


SNA RR eye 


9. 
10. 
11. 
12. 
13. 
14, 
15. 
16. 


Leo LeRoy 
Bill Wood 
Fred Moncur 
Tom Hartigan 


C. E. Carpenter 
Don Ferritor 
Ralph Cohen 
Abe Scolnick 


Bud Wilson 
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light flexible CAT-T 
soles by 
cumnm CAT'S PAW 


Cat's Paw Rubber Company, Inc., Baltimore 30, Maryland 
In Canada: Cat’s Paw-Holtite Rubber Company, Ltd., Drummondville, Quebec 
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by JOHN REILLY 


Editorial 





The Badge of Independence 


the spotlight at the recent National Shoe Fair. The 

independent and his future were keynotes of sev- 
eral of the formal discussions at the Fair’s meetings. And 
the independent provided the prime topic of conversation 
in the crowded hotel rooms and corridors at the Show. 
Never have the events of a Shoe Fair provided such a 
perfect atmosphere for focussing attention on this vital 
segment of the industry and its problems. 

At the Independent Shoemen’s Annual meeting it was 
announced that its membership of manufacturers, mer- 
chants, wholesalers, the allied trades, and salesmen had 
passed the 1000 mark. 

Lloyd W. Nordstrom, Nordstrom’s, Seattle, himself an 
outstandingly successful independent merchant, made the 
independent, his future and his opportunities the subject 
of his talk to the N.S.R.A. Retailers’ Conference. Mr. 
Nordstrom is the outgoing President of N.S.R.A. 

Louis Liebson, vice-president of Edison Brothers, St. 
Louis, one of the country’s strongest and most progressive 
chain operations, shared the rostrum with Mr. Nordstrom 
and at one point during his talk engaged in some friendly 
banter with him. Mr. Liebson is the newly elected Presi- 
dent of N.S.R.A. 

In recent years the industry has heard a lot about 
“changing concepts of shoe merchandising.” Events at 
the Fair certainly demonstrated an earthy recognition that 
many of those changes have been accomplished. They 
indicate too that many more are still to come. They 
demonstrate clearly that, while there is a wide divergence 
of interests in the industry, strong common causes do exist 
and that common problems must be solved as new forms 
of competition present themselves. 


JHE independent shoe merchant was very much in 


An Excellent Appraisal 


Mr. Nordstrom’s talk offered an excellent appraisal of 
the future of the independent and an analysis of the 
problems which the “wave of the future” will bring to 
retailing. He predicted rapid growth in roadside stores, 
increased competition for shoe stores from supermarkets, 
as more grocery chains add shoes and supermarkets be- 
come complete shopping centers, all under one roof. 

He warned that independents must find ways to cut 
costs of doing business and must reverse the trend toward 
increasing markups if the competition of fast-growing 
chains, roadside stands and supermarkets is to be met. 
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“In just a few years we will work on lower-markups 
than we are today . . . I realize that this is not a popular 
subject,” he said, “but we will be forced into it and one 
of the major ways of reducing our costs will be through 
informed methods of self-service.” 

Retailers he said, have made half-hearted attempts at 
operating self-service departments. When their efforts 
failed, retailers became discouraged. These departments 
failed, not because they were self-service, but because they 
were poorly conceived. “Well planned self - service 
women’s departments that pass on savings to customers 
will succeed right now, . . . will increase in popularity in 
the future. Twenty-five years from now,” he declared— 
“all women’s shoes—except the very expensive—will be 
sold on a serve yourself basis. . . . The few salespeople 
we will have will be women!” 


Might as Well Be You 


In the future, shoe stores will be fewer and they will 
be larger. Mr. Nordstrom continued, “Someone is going 
to get bigger—it might as well be you!” 

While Mr. Nordstrom presented these trends and these 
problems as those of the independent, they are actually a 
part and parcel of all shoe retailing as we know it today. 
Even the low priced discount houses face constant threats 
from still lower markup operations. Chains, too, must 
watch mounting costs and ponder markup percentages. 
Both are having new worries thrust upon them by the 
merging of large with smaller chains. Chains also must 
question whether lush dollar volume figures spring more 
from higher prices than from increased units. 

The most significant point in Mr. Nordstrom’s talk, we 
think, was his evaluation of the opportunities which the 
independent has at his command. It reflects the cool, 
confident judgment of the successful independent retailer 
and it comes at a most opportune time. 

“In my opinion,” he said, “the independent shoe retailer 
never had greater opportunities than he has today. Most 
certainly independents have the opportunities to beat the 
big chains. I honestly believe that if you total up the 
advantages of the independent on one side of the ledger 
and the advantages of the chains on the other—the inde- 
pendents will have the most points.” 

Then turning to Mr. Liebson, he asked, “How many 
stores do Edison Brothers have?” 

(CONTINUED ON PAGE 70) 
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FEATURING 
CO-72 
The magic of CO-72 
locks the cold out. 
. You will feel the difference 
in temperatures down 
below freezing. 


NEW 


material resists spike heels. 


Fite3! 
Kun Dew) 


FLORAL DESIGN 
High fashion 
with a 
flair! 


We will see » es 4 Faint OU trup on 

you at the bt taees - P onatend 9 
POPULAR PRICE SHOE — 
SHOW OF AMERICA eon. @ Ay. Oe —e— ee On © Bn Tes 


Rooms 634-635 Hotel New Yorker 
November 29 thru Dec. 3 
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SATIN FINISH 
America’s all-time 
favorite plastic 
rainboot! 


WARMERS (xen 


OVERSHOES 


Revolutionary 
New Model! 


by 
Specially treated flannel 
backed fabric, covered 
by Rain Dears, 


the finest plastic 
rainboots. 


All Rain Dears models 
come in styles for 
all heel heights 


The Big RAIN DEARS 
sales attack is in full 
swing ..a hard hitting 
big scale consumer 
campaign that will make 
a smashing impression 
On your customers. 
From now on get set to 
take advantage of Rain 
Dears all-out push to 
promote your sales and 
your profits! 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 


LOS ANGELES, 941 EAST THIRD STREET 


MAdison 5-2531 CHesapeake 3-3329 
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CHICAGO, 2019 W. WALNUT STREET 


NEW YORK, 47 W. 34TH STREET 
PEnnsylvania 6-5955 
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Retailers should prefer the PRODUCT they 
handle to any concession, terms or other 
inducement to get their order as though 
Consumer Acceptance were the most im- 


portant need of any store... because it is. 


(in stock) 


HEYDAYS SHOES INC. © 2032 LOCUST STREET © SAINT LOUIS 3, MISSOURI 
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Voice of the | rade 


From the University of Michigan’s 
Survey Research Center comes the 
heartening news that the “consumer’s 
inclination to buy is today at a new 
post-recession high. But he’s being 
careful with his money . . . a lot more 
careful than in the big 1955 buying 
spree.” 


This renewed interest in spending is 
all because: (1) Four out of every 
ten families have higher incomes than 
a year ago; and (2) two out of three 
look confidently to good times ahead. 
The survey further revealed that con- 
sumer optimism is considerably less 
buoyant than in 1955. The reason: 
More than at any other time since the 
Korean War, he expects prices to 
keep rising in the future . . . a hearti- 
ly disliked prospect. Although the 
consumer generally has money to 
spend and expects good times ahead, 
he is becoming increasingly inflation- 
oriented and a more cautious, harder- 
to-sell customer. 
* * - 

“You can count today’s rapidly chang- 
ing styles as the factor most respon- 
sible for the decrease in multiple sales 
in the women’s fashion shoe busi- 
ness,” says JERRY DARTEZ, man- 
ager of Neustadt’s women’s shoe store 
in Lake Charles, La. “Customers have 
become wary. Where they used to 
come in and buy complete shoe ward- 
robes, they now buy a pair at a time. 
They are fearful that the oval toe will 
replace the pointed toe; as the pointed 
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and needle toes replaced the rounded 
toe. This has hurt the retailer and 
the women’s shoe business, in general. 
I feel that business would be appre- 
ciably better if the manufacturers and 
designers wouldn’t go to extremes.” 


* * * 


DICK PALTER, president of Palter 
DeLiso Shoes, told the women of 
Houston, Texas, who attended a re- 
cent fashion show of shoes presented 
by the Smart Shop at the Shamrock 
Hilton in Houston: “Pointed toes are 
not out. The regular pointed toe and 
its many variations is the number one 
silhouette for fashion conscious 
women. 

“Stylists have felt there is a need for 
a more diversified shoe wardrobe. For 
several seasons, now, every shoe from 
the flat to the glamorous cocktail slip- 
per, has had the same look. But for 
the current season, you will see a wider 
range of shoe shapes. You will also 
see a style that some people will think 
either very avant-garde or very old 
. . . the open toe. (Actually, for some 
women, this style has always been 
around). This is the most discussed 
trend in the shoe market at the pres- 
ent time and it looms high on the 
horizon for spring. 

“The one fact that cannot be em- 
phasized enough is that these new 
shapes augment and will complement, 
but do not replace, the new classic 
pointed toe. We, in the fashion busi- 
ness, feel that women should have a 
well-rounded wardrobe of shoes. These 
should be worn depending upon the 
occasion and the individual woman 
wearing them. 

“. . . If you have been unable to wear 
or have grown tired of the footwear 
that has been available for the past 
few seasons, remember that fashion 
is an evolution, not a revolution; and 
new things are constantly appearing.” 


BOOT ann SHOE 
RECORDER 


How do shopping centers determine 
the percentage of their annual adver- 
tising and promotion budgets to be 
spent each month? What relation- 
ship do these allocations have to 
gross monthly sales? REDBOOK 
Magazine recently polled shopping 
center executives on that subject and 
results indicated that: “without ex- 
ception, each center determined 
monthly advertising allocations on the 
basis of monthly gross volume. From 
a January low, ad expenditures and 
sales rise slowly but surely until 
Easter. Then, although centers report 
nearly constant sales from March to 
mid-July, advertising fluctuates up 
and down until mid-September. From 
this point on, both advertising and 
sales rise sharply to the year’s peak 
at Christmas. 

“A considerable number of centers 
stated they are increasing, or think- 
ing of increasing their spending dur- 
ing normally slow months. The in- 
crease in leisure time and the growth 
of the suburbs have convinced many 





retailers that the traditional summer 
slump can, if promoted, become a 
summer boom. Many are spending 
more in these months than they did 
only a few years ago. 

“An executive of a large center in 
the metropolitan New York area, 
after stating that his center recognizes 
the validity of advertising in direct 
relation to sales, added: ‘We have 
begun to feel that a better balance 
must be’ struck in allocating funds for 
both peak and slow periods. Future 
budgets tend to shift some promo- 
tional emphasis from traditionally 
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good retail periods to those which 
can be improved.’ 
“This budding trend indicates shop- 
ping centers are discovering that ex- 
citing promotional events in the nor- 
mally slow periods can build enough 
traffic and sales to make them worth- 
while.” 

* * . 
“Until we know more about the con- 
sumer, what he or she is, wants, or 
knows, it is going to be difficult to 
advise how to manufacture or mer- 
chandise more efficiently,” says ALAN 
C. RUSSELL, president of the mar- 
keting research company that bears 
his name. He expands the subject 
further: “In determining these con- 
sumer marketing facts, it should be 
known that there have been improve- 
ments in market research technology 
through the years. Modern methods 
make it possible not only to find out 
such facts as who bought shoes, how 
many were bought at a time, what 
price was paid, but also such things 
as the motivation behind the purchase. 
Were the shoes bought only for utili- 
tarian reasons or were they bought to 
give the person a mental lift? Was a 
particular style bought because it was 
in style or because it made the person 
meet some image of himself or her- 
self. Was a certain brand of shoe 
bought because the image of the com- 
pany attracted him or her and another 
brand did not have this kind of image? 
This field is the so-called ‘motivation 
research’ area. 
“If you ask a woman why she bought 
her last pair of shoes, she will try to 
think of the occasion and give a ra- 
tional answer. ‘I needed a new pair; 
the old wore out; I had a new dress 
and needed new shoes.’ On the other 
hand, if we showed a time-picture of a 
woman purchasing shoes and asked 
the respondent to determine what was 
happening, what led up to it, the story 
told would give us answers that would 
give us subconscious drives. Things 
like getting a lift out of a new pair 
of shoes; imagining a happy occasion 
such as a dinner or party... . 
“Think these facts over. Perhaps they 
may suggest ways to increase sales 
and profits.” 
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Profile.... 


by ESTELLE G. ANDERSON 





BETTE and LEONARD TAICHER 


E have a question. What would you consider the most unlikely 
\ 4 place for a shoe factory? We doubt whether many of our readers 

would come up with the answer . . . a French Colonial house, 
perched high on a mountainside, between Port-au-Prince and Petionville in 
Haiti. Then, for an added fillip, balconies, terraces, lovely gardens with 
exotic flowers—and even mountain goats grazing peacefully. 

It takes a good deal of imagination to come up with something as 
exciting and far removed from the ordinary mechanics of present-day shoe- 
making. And that’s exactly what the Taichers did. 

Now that we have whetted your curiosity, just as ours was when we 
learned the facts, we will retrace the steps that led to this unusual shoe- 
making adventure. 

Leonard Taicher was a practicing Doctor of Surgical Chiropody in 
Vineland, New Jersey. He had graduated from the Illinois College of 
Chiropody in 1933 and set up an office in Vineland. He had an excellent 
knowledge of foot anatomy. That, together with the most modern x-ray 
and other equipment, soon earned him a reputation for good work and 
helped his practice grow. In fact, some of the doctors who were either too 
busy or didn’t have their own equipment, often asked him to take x-rays 
for them. He not only took care of the foot problems of his patients, he also 
made the corrections and adjustments in the shoes, to help them walk more 
comfortably. Frequently, he ordered the patients’ shoes directly from the 
manufacturer, detailed specifically for the shoe needs of. the particular 
individuals. 

One of Leonard’s patients had a boat, and during chiropody treatments 
he would tell about the cargoes he took down to Puerto Rico. And the sheer 
waste of bringing the boat back empty. Leonard pondered this. Surely, 
there must be some merchandise that could be bought there and brought 
back to the United States for sale here . . . merchandise that would be 
different and possibly in short supply (or no supply) in the United States. 
The more he thought about the possibilities of such a venture, the more 

(CONTINUED ON PAGE 76) 
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ighis, Fad to Staple... 


Getting into full swing last year, tights have become staple 


items in hosiery, children’s and sportswear departments. 


IGHTS can bring good extra 

business to the shoe store that 

recognizes their potentialities. 
Chief among these is the fact that they 
occupy little space. Made of stretch 
yarns, they come in just three size 
ranges which fit very little children, 
larger children and grown girls and 
women. Another asset as an extra 
sale item is their versatility. They 
serve so Many purposes. 

Shoe stores sold them first in their 
dance shoe sections. Customers liked 
the idea of purchasing shoes, tights 
and leotards all at the same time. 
When girls began to wear them under 
shorts or skirts and women took up 
the idea as a good country or sub- 


Above: Brenner’s (Harrison, 
N. Y., shoe store) hangs clothes 
line display of Danskin tights and 
leotard. 

Left: Teen-ager poses in Trimfit 
seamless tights in popular red. 


by ELEANOR M. RUTTY 


urbia morning style, tights assumed 
new importance. They also found a 
place as an undergarment or part of 
an at-home lounging costume. Mothers 
recognized their value as a waist-to-toe 
protection for their small children. 

As a functional garment, with a 
variety of uses, tights will unquestion- 
ably continue to sell. But it is as a 
fashion item that expert opinion con- 
siders they will have increased sales 
importance. When women and girls 
began to wear them outdoors, or for 
at-home outfits, they became much 
more than an undergarment or a bal- 
let practice costume. Manufacturers 
began to add colors, up to 14 or 15 
shades, including black and white. 
Black is still number one in women’s 
sizes. This fall, loden is coming up 
as a very important new color, an in- 
fluence carrying over from apparel 
and shoes. It is better than, or equal 

(CONTINUED ON PAGE 68) 











Contoured wedge on 
straw casual. Adapt- 
able in various ways. 


Instep strap on square 
throat, square toe tail- 
ored shoe. 


This year, Helen Joseph and Doris Weston—shoe 
fashion and fashion director, respectively, for PPSSA— 
have chosen cosmetics and beauty aids for their color 
theme. They predict powdery soft tones, lots of chalky 
undertones, general subtlety. “These colors are not off- 


beat. They are unified by a whitewashing. They have a 
cosmetic quality—gentle, flattering, elegant.” 

There are limitless opportunities for interesting and 
exciting promotions to underscore the idea . . . as inter- 
preted herewith by Elly Norden, fashion shoe illustrator. 


‘ Spring-o-laters are en- 
. joying renaissance. 
Opened up look. Vinyl Vicunnest end. desl 


touches add to airy 
appearance. add a new look. 





COSMETIC COLORS. 
Foreseen for Spring °60 Shoes 


natural focal point of the ensemble. They are 

bound to be, in view of the fact that there has 
been no radical departure from the present silhouettes. 
Hemlines are going to continue to be short . . . about 
an inch below the knee; and that always puts the em- 
phasis on shoes. 

There will be a great diversity of styles, patterns, 
leathers, colors and materials in shoes for spring. And 
it all adds up to a wider area of selection for the customer 

. an opportunity for multiple sales. 

Color-wise, black and navy remain the basics of the 
early spring ward-robe. But the lift will come from the 
beauty tones . . . such as Cologne Gold: a variety of bland 
golden shades from green to brown. Eye Shadow Green: 
yellowed pea green into chartreuse . . . grayed greens. 
Eye-Liner Blue: lighter versions of blue starting with 
medium grayed blue . . . shades of aquamarine and other 


Re will start at the feet and shoes will be the 


green-tinged blues. Hair Tint Gray: pale pearly gray is 
the fashion choice. Gray with beige and white. Founda- 


tion Creams: white and off-white combinations. Off-white, 
cream, into the palest tint of beige and the pale beige. 
Lipstick Pinks: white lipstick has been added to every 
red and pink. Coral tones are the newer accepted fashion 
colors. Powder Peach: pale peach, apricot into shrimp 


Slipons for casual 
wear . . . classic in 
design and adaptable 
in many versions. 


Thongs expected to 
have exceptionally 
good acceptance. 


by ESTELLE G. ANDERSON 


and nasturtium shades are fashion promotion choice. 
Make-Up Beige: beige to brown family . . . softer and 
lighter . . . cast in yellow, pink and gray. 

White is used constantly as the favorite combination 

. with every other color . . . many tones of a color in 
ombres, tone on tone. Every color family has a shade 
so grayed or paled it becomes a neutral, so that there 
is a whole new look to the neutral picture . . . the Toned 
Neutrals, 

“Style predictions in women’s shoes include open toe, 
open back silhouettes,” says PPSSA. “There is every in- 
dication that spring and summer will see open patterns 
once again take their place as ‘style’ shoes. Spring-o-laters, 
slings, clings and other sandalized types will get good 
promotion and are expected to have good acceptance. 
Closed toe pumps will be as popular as last year. Spec- 
tator types will see a strong revival in all leathers. A 
trend to watch . . . shell silhouettes. Stretchable toplines 
and elasticizing treatments will continue their upward 
trend. As for heel heights, the 17-19/8 are showing 
steady increases, Next spring-summer will see even more 
attention focused on this height due to the good acceptance 
seen for spectator types. The anticipated good acceptance 
of dressy open patterns puts an emphasis on the 23/8 

(CONTINUED ON PAGE 76) 


Ties will account for 
good volume . . . es- 
pecially in color com- 
binations and shaped 
heels. 





Boom Year Expected in 


HE year 1959 will prove to be the best year in 
shoe history. Shoe production will break all previ- 
ous records with a total exceeding 620 million pairs 

this year. 

The shoe industry during the first nine months has 
experienced many problems, the greatest one being the 
sharp price increases in all types of leathers used in shoes. 
Despite this fact, New England area manufacturers have 
kept competitive and have shown a 14 per cent gain over 
a year ago and account for 35 per cent of all shoes pro- 
duced in this country. 


by WALLACE J. McGRATH 


President, New England Shoe and Leather Association 
Co-Chairman, Popular Price Shoe Show of America 


One‘ of the most telling signs that 1960 will be another 
top level year for popular price shoes is the sharply 
heightened interest which every type of shoe retailer is 
now focusing on this market. 

As the shoe merchandise manager of one of the top 
five department store chains put it, “The soaring sales 
potential of popular price shoes for 1960 and the years 
immediately following, make it worth while for everyone 
of our stores to investigate immediately the expansion of 
its present popular price shoe departments—and the open- 
ing of additional ones.” 

This seems to typify the thinking of a wide variety of 
department store and specialty store buyers. Clearly, it 
also characterizes the reasoning behind the - spurting 
growth and expansion of the popular price chain and 
highway store company throughout the country, and the 
blossoming of other retailing channels. Such thinking 
stems, of course, from last year’s dramatic increases in 
popular price shoe sales, plus the myriad indications that 
the factors which caused that surge are, if anything, even 
stronger now. 

Such concentrated attention to the popular shoe field 
puts the Popular Price Shoe Show of America in a posi- 
tion of even greater importance than it traditionally has 
occupied. For PPSSA enables the buyer to see every- 
thing new in the volume market. And this year there is 
an inordinate number of new things to be seen. 

For men the big news, of course, is the slipon shoe 
embodying not only sweeping fashion changes but major 
product innovations as well. In women’s shoes, the open 
look, the new toes, the new heels, the new lasts all con- 

(CONTINUED ON PAGE 89) 





PPSSA May Top Its Past Records 


JHE twenty-third Popular Price Shoe Show of 
America, November 29-December 3, assumes special 
importance because of two major factors: first, the 

popular price shoe industry will be completing an all-time 

record breaking year in both sales and production; sec- 
ond, the unusually late Easter date (April 17, 1960) gives 
retailers and manufacturers additional time to complete 
their fashion and promotional planning for spring. 
Close to 8000 retailers and buyers will attend the show 
which will be centered in three conveniently located ex- 
hibit areas: the Hotel New Yorker, the Sheraton-McAlpin 

(now the Sheraton-Atlantic) and the New York Trade 

Show Building. The PPSSA is sponsored jointly by the 

National Association of Shoe Chain Stores and the New 
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England Shoe and Leather Association, with Edward 
Atkins and Maxwell Field as co-managers of the show. 

Equalling previous highs, exhibitors will occupy about 
1200 rooms at the official locations. Approximately 200 
letters from exhibitors have been received at New York 
show headquarters stating that record numbers of orders 
were taken at last May’s show, and generally applauding 
the valuable function PPSSA renders both the retailer 
and the manufacturer. 

An exceptionally high number of department store buy- 
ers and merchandise managers will attend the forthcom- 
ing show. This stems first, from the widespread increases 
in department and specialty store sales of popular price 
shoes during the past year, and second, from the expec- 
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Popular Price Shoes... 


by ALFRED L. MORSE 


President, National Association of Shoe Chain Stores 
Co-Chairman, Popular Price Shoe Show of America 


HREE compelling reasons underlie my conviction 
that 1960 will be another boom year for popular 


price shoes. 

First, the enormously increased, and still increasing, 
fashion knowledgeability of the popular price shoe cus- 
tomer. Representing the bulk of the population, this cus- 
tomer once took several years to absorb new fashion 
trends. Now, thanks to the intensified promotional efforts 
of our industry, she gets her style information almost as 
soon as it takes shape. Armed with fashion’s latest facts, 
she is now ready to buy shoes—at a popular price—that 
reflect the new and the exciting. 

This customer not only wants, but expects, what the 
ready-to-wear industry calls “volume fashion”—fashion at 
a high taste level and low price level. She wants this in 
dresses, in coats, in lingerie—and now in shoes. 

This is one of the most meaningful developments to 
have taken place in the shoe industry for a long, long 
time. For substantiation, look at the striking growth 
fashion has effected for American ready-to-wear manu- 
facturers and retailers. To us, as to them, it means the 
customer is shopping for style as well as utility, for 
pleasure as well as need. And this, in turn, means that 
the shoe industry at long last can take a giant step toward 
getting a considerably larger share of the consumer pur- 
chasing dollar. 

Secondly, all this would be merely a pretty dream if the 
popular price shoe industry couldn’t “deliver the goods.” 
Happily, it can. This year, despite rising production and 
distribution costs, our market contains an unprecedented 
wealth and variety of fashion styling, not just for women’s 
shoes but for men’s and children’s footwear as well. In 


each of these areas, it also offers a host of genuine prod- 
uct innovations, inevitably a stimulant to sales. 

At the Popular Price Shoe Show, exhibitors will be 
presenting 1960’s newest and biggest shoe fashion trends. 
And with no lessening of shoe quality standards! 

The third key factor underlying the growth potential 
for popular price shoes in 1960 is the greater and more 
effective means of exposure to the consuming public that 
have been evolved in the past few years. This is exempli- 
fied by all the new highway stores; the introduction of 

(CONTINUED ON PAGE 91) 





tation of continued surging sales in 1960. This opinion 
has been voiced particularly by buyers of major depart- 
ment store chains and of individual stores with suburban 
and other outlying branches. 

Record numbers of executives from chain and highway 
stores and other retail channels also will attend. Many of 
these have stated already that the great bulk of their pro- 
motional buying will be done at the show. 

Mirroring the strong general conviction of popular price 
shoe buyers and their resources that industry-wide pro- 
motional themes are highly productive of additional busi- 
ness, even greater activity than in past years is planned 
in support of the National Shoe Institute’s three major 
themes for next spring: Slim Slipons for men, the Open 
Look for Daytime for women and Cool-Bright Shoes for 
children. 
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Major feature of the forthcoming PPSSA will be the 
industry-Fashion Breakfast to be held at 8 A.M. Monday, 
November 30, in the Grand Ballroom of the Hotel New 
Yorker. Because of the heightened emphasis on styling 
and fashion promotion, this breakfast, traditionally known 
for the fund of practical, fashion-guidance information it 
presents, holds particular import for all members of the 
industry. 

To sum up the forecast for next spring, the popular 
price industry plans to top last spring’s record-breaking 
sales figures. Retailers and manufacturers are optimistic 
about continued high level of purchasing power and are 
planning continued and growing expansion into shopping 
centers, highway locations, downtown stores and leased 
departments. 

(CONTINUED ON PAGE 72) 
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THE CONTINENTAL 
for spring had the ad- 
vantage of being already 
an accepted “ .” There 
are many versions of 
Continental styling but 
the consensus has jacket 
length at 30% inches, 
which is short; a trouser 
width of 18 inches, which 
means slim; and a but- 
ton arrangement to keep 
the jacket from riding 
up, which means neat. 


THE HACKING JACK. 
ET (above) is styled raked 
to the rear. It remains 
the choice for town and 
country outings. The col- 
oring for spring will in- 
clude marled and heather 
mixtures. Other jackets 
include the boxy tweed 
with easy body line. 
Spring will also spotlight 
the blazer. Slacks are slim. 
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Spring and 


by GERVASE BUTLER 


MERICAN MEN will be better dressed, in better 
taste, for Spring, 1960, than ever before in this 
country. For the first time in memory, the entire 

men’s wear industry has coordinated its separate seg- 
ments in an effort to clothe a man correctly and attrac- 
tively from head to toe instead of competing doggedly for 
acceptance item by item. 

Spring and Summer 1960 will be selling seasons which 
have a built-in box office, as they say in Hollywood. They 
will have the terrific advantage of an already accepted 
“jook”—the Continental. 

There are as many versions of the Continental styling 
as there are designers of apparel, but their differences are 
in details. The consensus settles for a jacket length of 
about 30% inches in a size 40, which means short; a 
trouser width of 18 inches, which means slim; a button 
arrangement designed to keep the jacket from riding up 
and showing a gap of shirt above the waistband, which 
means neat. 

Aside from this basic body conformation the choice of 
side vents, no vents, cuffs, pocket angles, lapel peaks and 
trouser pleats can be left to personal taste. There is no 
absolute, final authority. 

This does not mean the disappearance of all other influ- 
ences in men’s apparel. Separate sports coats, for ex- 
ample, follow several trends, including the swept back, 
slant pocketed hacking coat, the boxy tweed with easy 
body line favored by the French for shooting, and even 
the norfolk in various interpretations. 

Spring will also spotlight the blazer again, a natural 
for an active indoor-outdoor season. Slacks for all oc- 
casions are slim-styled. The importance of the Continen- 
tal, in its American interpretation is that it appeals to the 
young in heart: the people who go places and do things. 

Color follows in importance: for tailored clothing, 
although the palette will be lightened, spring follows the 
offbeat lovat, marl heather colorings already familiar. Fall, 
1959, will step into spring, 1960, with very little difficulty. 
Camel’s hair is a trend to watch. 

The wise will concentrate on getting all the sales mile- 
age the traffic will bear out of olive this fall. Spring will 
bring its own crop of fresh greens, as various as the new 
leaves. Muted golds, neutrals, sand and stone tones, clear 
pastels, plus fresh versions of the standards, blue, gray 


THE CARDIGAN (left) is now at hip height. The 
sweater’s new length makes a slight bow in the direction 
of the weskit. In many cases sleeves are cut so that slid- 
ing up the arms is made easy. The sleeve pushup has 
long been popular in knitwear. 
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Summer Clothing Styles 


Trim from Hats to Shoes 


Continental styling, slim and body-fitting, has new elegance with supple 
worsted textures in easy care fabric;. The hacking jacket and cardigan 
loom as fashion-right. For the shoe styles that tie in, turn the page. 


and brown, will give plenty of action for mixing and 
matching wardrobes. 

Strong influences in both coloring and pattern are the 
madras weaves, ancient madder motifs, batiks, Polynesian 
and Hawaiian prints. Add a dash of sea, rock and sky 
tunes from Portugal, Spain, the Mediterranean. Remem- 
ber that the 1960 Olympic Games, to be held in Rome, 
will see the United States teams uniformed in the official 
red, white and blue. 


HATS continue the nar- 
row brim roll back styl- 
ing in felt, and give 
warm weather straws a 
new twist by adapting 
sennit, once only used in 
the rigid sailor. 


Top this with the fact that most of the country has not 
yet had its fill of glossy black in slim-styled summer 
weight mohair, plus the all white and touch of white 
popularity—thanks to easy care, easy clean convenience 
insured by science fibers and finishes—and you’ve got 
the color focus for 1960. 

Textures allied with color and pattern give men’s wear 
fabrics new effect on the eye. Hopsacking is a favored 
weave and now adds interest by combining multi-color 
yarns for iridescent softness. The worsted look, achieved 
usually in a Dacron polyester fiber blend with wool, will 
account for a major share of tailored clothing, and here 
weight gets fresh emphasis. The 514-ounce to 9-ounce 
fabrics will vie for acceptance in suits and slacks. 

One revival is the interest in small checks, the kind 
called shepherd or chicken foot. Checks and plaids are 
favored over the perennial stripe. Look for crinkle effects 
in the out and out lightweights, such as science fiber 
cords and seersuckers and all the wash and wear gar- 
ments which eke out the warm weather wardrobe. 

Hats to top the Continental look continue the narrow 
brim, back roll styling in felt and give warm weather 
straws a new twist by adapting sennit, once known only in 
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the rigid sailor, to flexible designs, the center crease and 
its opposite, the optimo crown, a variety of up and down 
brims, some of them as close to the band as 114 inches. 
Shirts and neckties share the important task of decorat- 
ing the most obvious body area. While a wealth of ideas 
are available the logical choice to wear with the Con- 
tinental jacket is the spread collar dress shirt and the 
necktie of a width sufficient to make the wide knot similar 
to the long ago Windsor. Followup fashions will be the 
tab collar and pinned eyelet for the dressy minded campus 
man who wears Ivy buttoned down for casual occasions. 
Socks have settled down to no specific type for spring. 
The science fibers, such as Orlon, seem to have an edge, 
but the whole gamut of fibers and knits, including the 
stretch types, will have play. Fashion colors on which 
the industry is depending to add sales to the standards 
are, of course, the green, bronzy yellows and browns 
and stone grays, which tone in with apparel colorings. 
Sportswear will be hard to separate from the regular 
wardrobe by color, thanks to coordinated planning by the 
industry. However, garments themselves make last year’s 
designs look old fashioned. Knitted as well as cut and 
sewn shirts merit the description “controlled” in pattern 
and trimming. They have a quality look, a custom feeling 
with real sales appeal. 
In sportswear the actual batik, madras, Polynesian print 
(CONTINUED ON PAGE 78) 


COLORING AND PAT. 
TERN include the ma- 
dras weaves, ancient mad- 
der motifs, batiks, Poly- 
nesian and Hawaiian 
prints. The sea, rock and 
sky tones of Portugal, 
Spain and the Mediter- 
ranean are well repre- 
sented. Glossy black will 
be seen in slim-styled 
summer weight mohair. 
Allawhite and touch-of.- 
white fabrics will enjoy 
popularity thanks to easy- 
care, easy-clean conveni- 
ence assured by the new 
scientifically derived fi- 
bers and finishes. 





Elegance for Men in °60 


The distinction between casuals and dress casuals widens. Trim, flex- 
ible, lightly lined shoes with high style detailing are fashion right. 


Men’s spring and summer shoe selling will once again 
rest on a base of casual comfort. 

The lightness and flexibility theme provides the founda- 
tion but the edifice itself is different in an important way. 
“Casual comfort” has developed a new dimension. The 
emerging force in men’s fashions for spring and summer, 
1960, is “casual comfort with elegance.” 

In men’s shoes the trend to casual comfort with elegance 
is seen in the widening gap between casuals and dress 
casuals. It is seen in the increasing numbers of dress 
casuals which are lightly lined or completely unlined, 
combining informality with high style detailing. And it 
is seen in the emergence of the slipon as a fashionable 
street and dress style. 

Casual comfort with elegance in shoes parallels casual 
comfort with elegance in men’s clothes. 

The Continental style is elegant, almost dapper, in cut. 

(CONTINUED ON PAGE 54) 


In men’s shoes as in men’s clothes the 
trend is to casual comfort with elegance. 
The gap is widening between casuals and 
dress casuals. Increasing acceptance is 
enjoyed by lightly lined or completely un- 
lined types that combine informality, flex- 
ibility, and high style detailing. In lasts 
the brogue is slimmer. Soft, smooth 
leathers predominate with the accent on 
the softness. Boarded textures and soft, 
pliable small grained finishes are widely 


seen. The highly distinctive reptiles, natu- 
rally attractive with Continental cut cloth- 
ing, are sleepers. Leather colors are true 
brown shades and black. Top (l. to r.) 
Winthrop, Winthrop Shoe Co.; Roblee, 
Brown Shoe Co.; Taylor-Made, E. E. Tay- 
lor Corp. Center (top to bottom) City 
Club, Peters Shoe Co. branch, Interna- 
tional Shoe Co.; Stacy-Adams, Stacy-Adams 
Co. Bottom (top to bottom) Winthrop; 
Stacy-Adams. 





The slipon provides the thrust of fashion pro- 
motion within the framework of casual comfort 
with elegance. The characteristics of modified 
slimness, trimness and comfort are embodied 
in the slipon for spring and summer, 1960. 
The top influence in both slipon and eyelet 
styling is the moccasin. Of increased impor- 
tance are hand-sewn styles, Guantone stitching, 
hardware ideas on slipons and boots, California 
welt and French bound seams. (I. to r.) Flor- 
sheim, Florsheim Shoe Ce.; Weejuns, G. H. 
Bass & Co.; Caesar Process, House of Crosby 
Square; British Walker, E. E. Taylor Corp. 


by RICHARD EDSTROM 


The lightened and freshened wing tip fea- 
tures finer perforations. Wing tip, in newer 
treatments, lends itself without effort to the 
natural line in clothing. Above (top to 
bottom) Stacy-Adams; Howard & Foster, 
Howard & Foster Co., Inc. Right (top to 
bottom) Yorktown, Gardiner Shoe Co., 
Inc.; Wesboro, Peters Shoe Co., branch, In- 
ternational Shoe Co. 


The moccasin is one of the most powerful styl- 
ing influences in the industry for spring and 
summer footwear. Basic moccasin types fea- 
ture overlay and underlay apron treatments. 
The stitch-and-turn, the functional seam, and 
the California welt seam are strong. The 
Guantone stitch remains a factor. Waxed tex- 
ture leathers lend themselves to many adapta- 
tions in moccasin shell styles, and some of the 
popularity of waxed leathers will carry over 
from fall. In smooth leathers, small grains and 
boarded leathers, the heaviest color concen- 
tration is in medium browns such as Haw- 
thorne, Bourbon, and Cedar. At the high 
fashion level browns have retreated a shade 
from the dark, almost black, browns. Black 
will capture as many sales as brown. (I. to r.) 
two Massagic, Weyenberg Shoe Manufacturing 
Co.; Caesar Process, House of Crosby Square; 
Bootmaker Guild, Freeman Shoe Corp. 





Moccasin construction gains in both slipons and eyelet ty pes. 
The slipon emerges as a smart dress style. New wipable whites 
have a natural style relationship with odd- jacket outfits and 


It is being offered in luxurious textures 
and in fabrics that are easy to care for. 
Washwear is accorded a prominent 
position in men’s clothing lines. 

The hacking jacket is town and coun- 
try apparel. Casual comfort is perhaps 
its chief feature. Elegance is achieved 
in the cut which is raked to rear, and 
in the slash pockets. 

The comfort with elegance theme re- 
peats itself throughout the entire men’s 


apparel field. It is picked up and re- 
flected by shoes in a variety of ways. 

In lasts the brogue is slimmer and 
trimmer. The wider brogue is rele- 
gated to second place. The slim Con- 
tinental last, without wall, and with less 
ball spread than the plateau, is a vehicle 
for the plain-toe, high tongue slipon. 

A highly stylized last confined to ac- 
ceptance in cities is the Dayton, which 

(CONTINUED ON PAGE 82) 


Slipons are available in a variety of lasts 
for spring and summer, 1960. A good fit is 
possible for virtually anyone. New gored 
styles emphasize snugness and comfort. 
Left (l. to r.) French, Shriner & Urner, 
French, Shriner & Urner Manufacturing 
Co.; Stetson, Stetson Shoe Co., Inc.; Nettle- 
ton, A. E. Nettleton Co.; Stetson. A definite 
pattern for the off-duty casual has emerged 
in the development of glovey, smooth-fin- 
ished deerskin and elk bouncey microcellu- 
lar sole footwear. The promotional style 
last year is now established. Below (lI. to r.) 
two by Jarman, Jarman Shoe Co.; Danvers, 
Danvers Shoe Co., Inc.; Edgerton, Nunn- 
Bush Shoe Co.; Rand Shoes for Men 
Roberts, Johnson & Rand branch, Interna- 
tional Shoe Co.; Hush Puppies, Wolverine 
Shoe & Tanning Corp. 





New synthetics such as nylon straw arouse interest in 
woven footwear. This style ties in well with straw hats 
which are again promotional. Right (1. to r.) Walk Over, 
George E. Keith Co.; Nunn-Bush, Nunn-Bush Shoe Co.; 
Jarman; Keith Highlander, George E. Keith Co.; Biarritz, 
French Shriner & Urner Manufacturing Co. 


Whites and combinations have a 
natural style milieu with odd jacket 
outfits and colorful summer sports- 
wear. The cleaning problem is 
tempered by newly developed wip- 
able leathers. (1. to r.) Nunn- 
Bush; two Freeman; Florsheim. 
Below. Style right, slipons. (l. to 
r.) Johnsonian, Endicott-Johnson 
Corp.; Randcraft, Roberts, Johnson 
& Rand branch, International 
Shoe Co.; John C. Roberts, Fried- 
man-Shelby Shoe Co. branch, Int'l; 
Jetliner, Douglas Shoe Division, 
Genesco; Pedwin, United Men’s 
Division, Brown Shoe Co. 





Report on the Russian Shoe Industry: 


Productivity ls Low; 


possible, to get an accurate sta- 
tistical picture of the Russian 
shoe industry, particularly its physical 
makeup. 
Take the number of shoe factories. 
Speaking with government officials, 


[: is extremely difficult, if not im- 


shoe industry management people, and 
probing other sources, I almost never 
got the same figure. The number of 
shoe factories ranges from 1000 to 
2500, based on the replies received. 
While government officials must know 
the exact number, I seriously doubt 
that most shoe management people 
have any accurate idea. As one of 
them told me, “What’s the difference 
so long as you know the number of 
pairs produced?” 

My own estimate is that there are 
not 200 full-fledged shoe manufactur- 
ing plants in Russia. Many Soviet 
shoe plants tend to be huge and sprawl- 
ing in size. For example, the vast 
Skorochod factory in Leningrad, pro- 
ducing 70,000 pairs a day; or the 
Paris Commune plant in Moscow, with 
40,000 pairs a day; or the Proletar- 
skaja Pebeda No. 2 in Leningrad, 


with 22,000 pairs daily. (By compari- 
son, our largest single shoe plant pro- 
duces only about 20,000 pairs a day.) 

So, if these three plants alone pro- 
duce some 40 million pairs a year, how 
many more plants does it take to 
arrive at the Soviet total output of 
356 million pairs (the official figure 
for 1958)—or the U. S. estimate of 
188 million pairs for Soviet output for 
1958? With 200 plants averaging a 
daily output of 5000 pairs, or 1,500,- 
000 pairs annually (300 working 
days), the total annual output for the 
200 factories would amount to about 
300 million pairs. 

Hence, averaging the small and 
large plants, I believe our estimate of 
about 200 full-fledged shoe factories 
(as distinguished from small shops) 
would be a liberal figure. 


Production 


Until recently, shoe production was 
concentrated in only a few areas of 
the country, mostly the northwest, 
which includes Moscow and Lenin- 
grad. This created serious distribu- 


tion problems, consistently leaving 


Portion of the huge, sprawling Paris Commune shoe factory in Moscow 
built in 1922. Some sections are old and shabby, others better. New addi- 
tions are being erected. Output is 40,000 pairs a day. 


some areas with below even _ barest 
This is being 
New plants are 


minimum standards. 
changed gradually. 
being erected in other parts of the 
country, with less 
production in former areas. 

There is much propaganda about 
the swift rise of Soviet production, in- 
cluding shoe production. How true 
is it? And how does it compare with 
the U. S.? 

Let’s for the moment accept the 
official Russian shoe output figures, 
which for 1959 are estimated at 375 
million pairs. From 1950 (203 mil- 
lion pairs) to 1959, Russia has shown 
a rise of 172 million pairs or 84 per 
cent. In the same period, the U. S. 
went from 519 to 630 million pairs, a 
rise of 111 million or only 21 per 
cent. 

It would seem that Russia is far 


concentration of 


out-pacing us in shoe production. But 
consider some important points. First, 
how true are the Russian production 
figures? Have they really made the 
progress they claim? Experience with 
Russian statistical elasticity warrants 
some doubt. 

Second, Russian shoes are very lim- 
ited in style, with production restricted 
to a relatively few standardized types 
—as compared with our tens of thou- 
sands of different patterns introduced 
seasonally. Production concentrated 
on a few standardized models permits 
much faster output (though U. S. shoe 
productivity is several times more 
than the Russians). 

Further, the pace of the percentage 
of increase in Soviet shoe output is 
declining. Russian shoe output in 1959 
will be 600 per cent above the 1916 
level; 175 per cent above the 1940 
level; 84 per cent above the 1950 
level. And output in the 1959-65 period 
is expected to show an increase of 
45 per cent. 

The U. S. long ago achieved its full 
growth pattern—which Russia’s shoe 
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industry is still reaching for. Russia’s 
problem is to meet demand, while 
America’s is to inspire increased de- 
mand. The Russian shoe industry is 
working at 130 to 180 per cent of 
capacity (via double shifts) to meet 
demand, while the U. S. shoe industry 
can work at about 75 per cent of ca- 
pacity to meet all footwear needs. 

If and when Russia reaches full shoe 
production (which is unlikely before 
1972, to achieve a per capita of three 
pairs), its rate of year-to-year growth 
can be expected to slough off sharply 
after basic consumer demands are met. 

Russia has numerous plants produc- 
ing rubber footwear. One factory 
alone (Red Triangle) produces 200,- 
000 pairs a day. I could obtain no 
reliable figures on number of plants 
or pairs of rubber footwear produced 
annually, except that it is“very large.” 
Due to climatic conditions in Russia, 
rubber footwear (especially the pro- 
tective type) is used extensively. Rub- 
ber-fabric footwear is also produced, 
though most of the styling is still in 
the “sneaker” stage. These sneakers 
sell for about $10 a pair (40 rubles). 

The most popular type of construc- 
tion in Russian shoes is the Stitchdown 
process, which has represented close 
to 50 per cent of all shoes made. About 
12 per cent is made by the cement 
process, and an estimated 20 per cent 
by Goodyear welt. Vulcanization, 
which was introduced for Russian 
shoes in 1938, long before used in the 
U. S., represents 8-10 percent of the 
total production and is continuing to 
rise because of its economy and long- 
wear features. 

A good deal of attention is being 
given to non-lasted methods of shoe- 
making — slip-lasted, pre-welts, etc. 
Special research is being devoted to 
this type of processing. 
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by WILLIAM A. ROSSI 


Factories Are Huge... 


How many shoe factories are there in Russia? Rossi estimates about 200. But 
they are very large, one of them producing as many as 70,000 pairs a day. 


Stitching room in a large Russian factory. Note 
tories are more conveyorized than in the U. S. 


Despite rising mechanization of the 
Russian shoe industry, a considerable 
amount of hand work is still used in 
shoemaking, especially in the better 
xrades. 

Industry officials repeatedly denied 
that home-made shoes were existant to 
Russia 
today. However, “unofficial” reports 
reveal that home-made shoes are not 
in rural and semi-rural 
areas were access to factory-made 
shoes is extremely limited. This also 
includes some home tanning of skins 
or hides with which shoes are made. 
The felt or cloth shoe or boot is also 
not uncommonly made in the home. 
Figuring the low per capita shoe 
production, the likelihood of a small 
portion of home shoemaking to supple- 
ment the short supply seems reason- 


able. 

The Soviet shoe and leather research 
institutes are reported to be making 
special studies in the design of lasts, as 
well as of new materials and methods 


any appreciable degree in 


uncommon 


of producing lasts, to hasten the auto- 
mation or higher mechanization of 
shoemaking. The ordinary wood last 
has been found unsatisfactory (beech 
is in short supply) because of shrink- 
age and expansion problems. Experi- 
ments are going on with plastic and 
light metal lasts (hollowed). The 
backpart would be _ standardized, 
while the forepart would be change- 
able to provide more shapes and 
variety of footwear. 


Factories 

The great majority of Russian shoe 
factories are old, though new ones 
are being built at a stepped-up pace. 
Despite antiquated buildings and lay- 
outs there is surprising cleanliness in 
most of the departments or working 
areas. (Note: the streets-in Russia, as 
in many European nations, are usually 

immaculate. ) 
Russian shoe plants tend toward 
hugeness, with massive pairage output. 
(CONTINUED ON PAGE 8&4) 
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PROVED SUPERIOR TO LEADING 
COMPETITIVE MATERIALS IN 
REPEATED PROPERTY 
COMPARISON TESTS! 











UNEQUALLED RESISTANCE 
TO FLEX FATIGUE 


~ 


SUPERIOR IMPACT STRENGTH 
OVER WIDE 
TEMPERATURE RANGE 


HIGHEST TENSILE 
STRENGTH 


GREATEST RESISTANCE 
TO HEAT 
DISTORTION 


HIGHER RIGIDITY 
UNDER SEVEREST 
TESTS 





Plastic Heels! 


The new @s type 


YCOLAC. 


THE TOUGH, HARD ABS PLastTic 


from BORG-WARNER 


PRODUCES HIGH HEELS 
WITH THE GREATEST 
RESISTANCE TO 
FLEX FATIGUE 
EVER REALIZED! 


NEW GS TYPE CYCOLAC resin has been specifically 
developed for high heels by Marbon and Borg-Warner 
research. Surpassing a// previous standards for property values, 
CYCOLAC GS has proved superior to leading competitive 
materials in every comparison. Now, CYCOLAC GS 

brings you outstanding resistance to flex fatigue 

in combination with superior impact strength and resistance 

to high or low temperature extremes—properties which 
established the original CYCOLAC reputation for excellence. 
If you are looking for stronger, longer-lasting heels, fewer 
GET COMPLETE returns, greater customer satisfaction . . . the answer is 


PROOF! CYCOLAC G&. Let us prove its value to you—today! 
Write for your 


a High Heels.” 





PACESETTER IN 


Division of BORG-WARNER + Washington, W. Va. 


also represented by: 
als | 3 Vt AL WEST COAST: Harwick Standard Chemical Co., Los Angeles, Cal. 
CANADA: Dillons Chemicai Co. Ltd., Montreal & Toronto 


i EXPORT: British Anchor Chemical Corp., New York 
SYNTHETIC RESINS aes iat ma 





THE P| [ EYE-OPENER IN THE TRADE... 
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...MARTIN’S NYLOVEL 


NYLOVEL has proved its selling appeal and its service satisfaction 
beyond any doubt. Manufacturers and retailers admit this fabulous 
material outsold their own generous estimates. 


MARTIN’S 100% Nylon Velvet is used in volume for flat-heeled, 
rubber-soled sports shoes for all age groups, and also in the glam- 
our, high-heel lines for America’s smartest women. NyloVel will 
open your eyes as soon as you promote it. 


Here is the biggest discovery in shoe upper stock for fixed 
price lines. Keep your eyes open — make sure you get 


MARTIN’S 100% Nylon Velvet—NYLOVEL! 


The NyloVel tag is a wonderful aid to selling. 
Show it to your customer as you fit shoes. 
It tells this miracle fabric can take hard wear; 
is scuff-proof; soil-resistant; easily cleaned 
and washed. 


FABRICS CORPORATION 
48 West 38th Street New York 18, N. Y. 
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News - Retail Trade 





St. Louis Shoe Volume 
Suffers Sharp Drop 


VOLUME has tapered off sharp- 
ly in St. Louis. The retail selling 
pace, strong until late October, 
suddenly fell on its face. One store 
buyer commented on the sharpness 
of the drop by saying that special 
storewide sales, anniversary bargain 
days and the like gave shoe retailing 
an artificial stimulus in October. 
Shoe selling was “bunched,” he feels, 
instead of being allowed to flow 
steadily over a longer fall period. 

“Downtown Days” drew crowds of 
shoppers in early November, but 
shoemen captured only a small part 
of the dollars being spent so freely. 
Christmas gift buying took the 
lion’s share. 

In women’s dress shoes, suedes are 
being pushed now, but are not 
equalling black calf sales. Closed 
pumps with pointed toes and re- 
strained vamp treatments continue 
as best sellers, in both suede and 
calf. Opened up pumps—and more 
of them are showing up—are getting 


good attention, but are not volume 
sellers. 

Rhythm  Step’s 
chosen as the Shoe of the Month by 
the Shoe Fashion Board of St. Louis, 
sold out at Stix, Baer & Fuller fol- 


Ascot pattern, 


lowing tie-in newspaper ads. The 
Ascot is a town walking shoe on a 
stacked leather heel and features an 
extended sole. Also going well at 
SB&F is a shirred vamp pump with 
elasticized square throat. 

Name the teen casual—and that’s 
what’s selling. No one pattern or 
type stands out, with the exception 
perhaps of back-laced boots. The 
chukka patterns which come up 
higher on the ankle are bowing to 
the not-so-high back-laced pairs. Sub- 
urban dealers say that teen girls like 
the lighter feeling of the lower cut 
boot. Black glove leather is favored 
material, black brushed second. 

Men’s figures are running about 
even with their top figures from this 
time last year. Dealers feel that the 
nationwide steel strike has had little 
impact on St. Louis men’s selling. 
Although storé managers note no 
resistance to increased prices, they 
feel that many customers are trad- 
ing down to medium-priced shoes. 
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There has been a compensating trad- 
ing up, however, on the lower end. 
The strongest range is between $15 
and $19. High school boys and 
young men are currently showing 
preference for semi-heavy oxfords 
with thick soles. 

Slippers for children opened up 
for county family type stores as 
nights crispened. Stretchable slip- 
pers with mouse eyes, ears and 
whiskers on the vamp are selling 
well at both Lasky’s children’s sub- 
urban stores. Klick’s in Brentwood 
Square used this headline for a full- 
page slipper ad in a neighborhood 
paper: Cold Floors + Bare Feet = 
Sniffles! 


Steel Strike Clouds 
Boston Shoe Outlook 


WITH few exceptions, Boston 
shoe retailers are having a disap- 
pointing fall. Business has not been 
as good as had been hoped for even 
on those days when the weather 
might reasonably have been expected 
to contribute to an increase. 

“Weather,” it was reported at the 
Solby Bayes store, “‘is no longer the 
controlling factor. It begins to look 
as though the steel strike is having 
at least a psychological effect; as 
though people, while not really 
alarmed, have adopted a wait and 
see attitude. You might say that 


TRY CAPRINI’S 


business is dragging its heels. The 
anticipated increase just hasn’t ma- 
terialized.” 

A spokesman for E. W. Burt & 
Company noted that while basic shoe 
types are selling, notably pumps and 
casuals for street wear, there is little 
interest in higher style merchandise. 
This store’s best selling colors thus 
far this fall have been black, gray 
and green, in that order. 

At the Bonwit Teller store in the 
Back Bay shopping section it was 
said that volume “has been only a 
little bit better than last year.” 
Here, too, the suspicion was voiced 
that there would be no sharp in- 
crease in buying until the steel strike 
is settled and its after-effects eval- 
uated. 

Pumps in black or brown have 
been the best sellers to date, it was 
reported at this store. Also, custom- 
ers were showing more interest in 
opened-up patterns in dress shoes 
and boot types were becoming in- 
creasingly popular among the young 
matron clientele. Typical of the 
opened-up patterns in this store is a 
sling, the back of which is orns- 
mented with a small bow. This was 
offered recently in black or navy 
blue peau de soie. The toe was de- 
scribed as “pointed but squared 
off.” 

Two opened-up patterns were pro- 

(CONTINUED ON PAGE 78) 


“FLYING CARPET'’ GHILLIE 


for a new dimension in fashionable comfort 


we invite you to try this fine walking shoe that wraps your foot in comfort. The shape 


is one of elegance from its tapered toe to its stacked leather heel. The construction 


is revolutionary; “flying catpet” soles with cushioned rubber insets. In Black and Navy 


suede detailed with calfskin. Exclusive with Jey Thorpe. 


26.95 


SHOE SALON, STREET FLOOR 


The “Flying Carpet" Ghillie pictured above takes its name from a new sole con- 
struction with cushioned rubber inset. The ad develops upper styling but sole con- 
struction tie-in is weak. Jay Thorpe, New York (4 cols). 
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Waterproof’ Shoes 
with Sylflex Leather 
Build More Traffic 


... increase your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 

promoted as waterproof unless the leather is SYLFLEX. 


Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 


H. H. Brown Shoe Co. 

Cedar-Crest Shoe Co., Div. General Shoe Corporation 
Dunham Brothers Company 

Endicott Johnson 

International Shoe Company 

Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 


A leather shoe is waterproof only when it has all 3: 
SO Sealed upper seams to prevent seepage. 
03) Vulcanized construction for wriktarlight sole attachment. 
eG SYLFLEX® leather for water repellency plus free-breathing comfort. 


Look for this tag 
when you buy... 
aN it’s your assurance 


the that shoes are 
P “nN truly ELS -id sleet) & a Dow Corning Silicone 


@ Keeps water out 
s “he ~ and stil! oreathes 


{ "Pe, @ Makes shoes more 
a. % S| “~% r comfortapte to wear 
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Manufacturing News 





St. Louis 


Now that the National Shoe Fair is behind them, St. Louis 
producers are settling down to make their anticipations for 
an excellent spring 1960 into reality. Manufacturers con- 
tinue to be very optimistic. Many of them are winding up 
the best year of their corporate history in volume and in 
pairage. For some, 1959 has been the top year in profits also. 

To add to the confidence in what next year will bring, 
producers feel that some of the uncertainties of the price 
situation may be behind them, in place of just around the 
corner. With the leather market showing some signs of 
stabilization, long range year-ahead planning may be less 
vexing and production programs may assure a more “normal” 
pattern. 

Early road trips in October, plus dealer acceptance in 
Chicago add up to manufacturers’ good prospects for spring 
selling. Holiday shoes have reportedly gone well for women’s 
houses, with dressy patterns and materials selling in con- 
siderably greater volume than they had at this time last year. 

Because of the orders which went on the books prior to 
the opening of the Chicago fair, factories in the St. Louis 
area went into full swing at an earlier than usual date. Al- 
though early commitments were regarded as “light” from 
some sections of the country, reorder and fill in business 
from these sections held up well. 

Production of work shoes and safety shoes has shown a 
steady curve upward all during the past year, sources indi- 
cate. The steel strike may alter this curve’s profit-making 
trend, but only temporarily, it is felt. Highway construction 
and new home starts are still at boom stage and may more 
than offset the dips caused by stoppage of production in 
heavy steel-requiring industries. 


Chicago 


PRODUCTION in the Chicago area is beginning to approach 
near capacity. All firms are well supplied with orders and 
commitments for deliveries up through January 1. Orders 
started coming in some six weeks ago now and there has 
been a steady flow ever since. 

Most factories had their lines ready some three weeks 
earlier than usual—in time for the Miami show. That meant 
samples were ready to go and did go on the road _ before 
October 15. Thus a good percentage of orders were placed 
prior to the National Shoe Fair. Additional orders were 
placed at this time, with a good percentage of shopping 
done pointing to commitment within this month. This is also 
a busy period of regional shows, which are feeding additional 
orders into plant headquarters. 

Trends are generally following pre-Shoe Fair forecasts, 
with no major surprises. The pointed toe continues volume 
in dressy shoes, but the squared off point and oval are 
gaining in street shoes and the lower heel heights. The 
closed toe, closed heel continue as the dominant silhouette. 
But, the opened up shoe is coming up fast and expected 
to gain momentum by summer. 

In fact, the open shoe was the major fashion news of 
the Shoe Fair, even though it indicated a return to favored 
classic styles. The opening it appears can be anywhere— 
side, front, back, or a combination of all three. It also signals 
the return of the halter, stripping sandal, mule, and Spring- 
o-lator. Most retailers indicated that their second buys will 
be heavy on open daytime shoes. 

There was also good response to presentations and promo- 
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tions of the light, bright leather shoe for children for sum- 
mer. Sandals and flexible closed shoes sold well. In men’s 
lines, the slip-on dominated, but there was also good activity 
in three and four eyelet ties, moc patterns, wing tips, and 
brogues. White and white combinations were main summer 
fashion news and well received, especially when they could 
be keyed to planned wash and wear promotions. 


New England 


New ENGLAND manufacturers of women’s shoes report 
that advance orders for spring are slow in materializing. 
Those booked at the National Shoe Fair in Chicago and 
since that time, they say, have been somewhat smaller than 
had been expected. They’re hoping for better results at the 
forthcoming Popular Price Show in New York. 

This condition, they feel, is not attributable to prices, 
which have stabilized in recent weeks. Rather, they are 
inclined to believe that buyer hesitation is the result of 
three factors: the steel strike and its psychological effect on 
retailer thinking and planning; the disappointing fall busi- 
ness which many sections of the country have had; and the 
lateness of Easter next year. 

While comparatively few sections have felt any sharp cur- 
tailment of buying as a result of the strike, a wait and see 
attitude is more widespread. Insofar as retail trade this fall 
is concerned, furthermore, retailers are reporting that busi- 
ness is off from five to ten per cent in much of the east, 
at least. 

Spring orders now being processed show a sharp swing to 
more opened up patterns. While the classic pump types are 
still being made in volume, a larger percentage of produc- 
tion than last year is going into halter slings, open vamps 
and open shank treatments and even sandal types. 


Los Angeles 


“CREATIVE styling, imagination, stimulating promotion 
and solid down-to-earth merchandising are necessary for the 
success of a shoe manufacturer on the West Coast.” This 
opinion was voiced by Bill Podos, one of the top men of 
Guild Moccasin Mfrs., during a recent interview. 

The number of bankruptcies in the shoe manufacturing 
industry here in recent months is enough to make you wonder. 

Los Angeles is of necessity an area of specialty houses. 
This is probably brought about by the high cost of labor 
and freight. Competition with the Eastern manufacturers in 
the basic and full lines of shoes just doesn’t seem to be 
practical. 

A pair of shoes which might cost $2.25 to make in the 
East might cost $2.75 here. Then to add freight on top ot 
that puts the item on an uneven price basis. Southern Cali- 
fornia manufacturers must create items which will sell on 
their own eye appeal. They must have styling, workmanship 
and they must be properly merchandised to offset the higher 
cost. This extra effort and know-how is of prime impor- 
tance to the running of a successful firm in this area. 

Companies which fail will undoubtedly be replaced by 
new people with fresh ideas and drive. There is a good 
market here. Population has increased at an enormous rate; 
stores have opened in good numbers and the potential is 
there. 

Shoe business in general seems to be standing up very well. 

(CONTINUED ON PAGE 89) 
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Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 34) 


“It is expected that the material 
assembled in these individual-case 
investigations will permit a deter- 
mination as to whether corrective 
proceedings should be undertaken 
against the particular companies 
now being investigated, and perhaps 
others.” 

Should the FTC require labeling 
of shoes as to the paper they con- 
tain, it is possible that Mr. Porter 
will drop his campaign for a stricter 
shoe labeling bill. But there’s no 
assurance that he’ll do this. As of 
the present time, Mr. Porter says he 
will demand public hearings early 
next year on his bill (H. R. 1320) 
requiring a full statement of com- 
ponent materials to be affixed to 


every shoe. Ps 


A new guide to illegal “bait” ad- 
vertising is being drafted by the 
Federal Trade Commission. It would 
supplement the already-issued guide 
on deceptive pricing. 

The guides are designed to help 
businessmen steer clear of illegal 
bait advertising (or deceptive pric- 
ing), to help legitimate retailers 
spot violations of their competitors 
so they can report them, and to help 
the FTC crack down on violators. 

Spokesmen for the FTC expect the 
bait advertising guide to be pub- 
lished by the end of the year. 

The guides are not laws, but in- 
terpretations of laws forbidding un- 
fair or deceptive business practices. 
They will be directed toward “exist- 
ing major abuses” and published in 
the hope of obtaining voluntary and 
prompt cooperation of business firms 
in interstate commerce. 

The Commission has been dis- 
cussing the bait advertising guides 
with consumer and trade groups, in- 
cluding Better Business Bureaus, for 
almost a year. Bait advertising and 
fictitious pricing are often consid- 
ered twin evils of today’s fast and 
furious competition. 

= 

Government officials are rebuild- 
ing the consumer price index to try 
to make it a more accurate barom- 
eter of the national economy. 

One of the first steps will be to 
increase by one-fifth the number of 
commodities for which prices are 
watched regularly to detect changes. 
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These changes result from new prod- 
ucts and new methods of production. 

Another will be to put into the 
index the effect of new methods of 
distribution by fitting price levels 
for commodities sold in discount 
stores and other cut-rate sellers into 
the price pattern. 

To improve its statistical tech- 
niques, the U. S. Bureau of Labor 
Statistics (which produces the con- 
sumer price index) is getting a new 
study of consumer expenditures, in- 
comes, and savings underway. This, 


the tabuiators, say, will help them in 
deciding how much weight to give 
to price changes in various com- 
modities in the consumer shopping 
basket. About 70 cities will be sur- 
veyed and shifts in buying trends 
studied, 

This survey will try to learn what 
if any differences exist between the 
prices it now collects as “prices 
charged” by retailers, against what 
customers say they actually spend 
for various commodities. 

(CONTINUED ON FOLLOWING PAGE) 
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taylor touch in formal footwear 


Taylor spearheads the modern trend in formal wear with a sleek, 
smooth style for extra-pair sales in the holiday season. 
Investigate the line that’s consistently out front. 
Style 2036 — Black Patent Leather 


¢ Style 2033 — Black Calfskin 


Write, wire or phone collect today for complete information 
E. E. TAYLOR CORPORATION, FREEPORT, MAINE 
also makers of British Walkers shoes for men 





It will also try to determine where 
families buy related items. For in- 
stance, do most families buy all 
clothing in a department store, or 
dc they use speciality shops? 

All of these studies are aimed at 
just one thing: Adjusting the con- 
sumer price index so it accurately 
reflects the actual cost of living in 
this country. 

* 

A member of the influential Sen- 
ate Commerce Committee calls upon 
Western European nations to take 
down their barriers against imports 


of U. S. goods. 

Hides, skins, and many other U. S. 
products are widely discriminated 
against by Western European na- 
tions. Some products are banned en- 
tirely; others may enter Western 
European countries only in limited 
quantities. 

Senator George Smathers (Florida 
Democrat) calls for an end to these 
barriers, pointing out that all of 
Western Europe is now prosperous 
and no longer needs to lean on the 
crutch of import discrimination. 

“Today, American products are 





He“ce 


in love with BEAU-REVE. That’s 
how all young ladies feel about 
ROCKINGHAM'S new expanded 
line of 13/8 heels. Write for Spring- 


Summer Catalog and name 
of nearest representative. 


ST. LOUIS SALES OFFICE: Room 200, 503 N. 12th St., St. Louis, Mo. 


OCKINGHAM 


SHOE COMPANY 


NEWMARKET, 
NEW HAMPSHIRE 





meeting stiff competition in the 
world markets from countries like 
Japan, West Germany, and Britain, 
whose recovery we subsidized,” he 
points out. “Our generosity over the 
past 15 years gives us the right to 
ask that trade policies designed to 
hoard American dollars be drastical- 
ly revised.” 
a 

Soviet consumers are due for a 
better break. It’s a direct result of 
Premier Khrushchev’s recent trip to 
the United States. 

Up to now, the Soviet economy has 
given top priority to military goods 
and to avenues of scientific explora- 
tion. The supply of consumer goods 
has been extremely limited, and 
prices have been kept artificially 
high so as to discourage purchases. 

All this is to be changed. Although 
the Kremlin has made no announce- 
ment of any shift in government 
policy, there have been _ several 
Soviet inquiries in the manufactur- 
ing areas of Western Europe con- 
cerning the availability of consumer 
products. NATO countries have 
been asked to establish credits total- 
ing hundreds of millions of dollars 
in anticipation of Communist pur- 
chases. 

Another indication of the new con- 
cern being displayed for the Soviet 
buying public may be found in some 
recent speeches by Premier Khrush- 
chev. The No. 1 Communist declares 
the time has come to produce more 
and better consumer goods. Quality 
must be improved and prices must 
come down, he stated. And he urged 
his people to improve their dress. 
Wear more colors, and avoid the 
traditional Russian grays and blacks, 
he urged. 

There is no immediate prospect of 
ted purchases in the United States 
of automobiles or household appli- 
ances. But this new catering to the 
Russian masses is an _ important 
shift, and it is one well worth watch- 
ing to see how far it will be allowed 


to continue. ‘ 


The Internal Revenue Service is 
cracking down on fake tax deduc- 
tions for “travel” and ‘“entertain- 
ment.” 

New accounting and tabulating 
equipment at IRS offices makes it 
easier to spot chiselers. Besides, IRS 
says it feels a compulsion to ferret 
out spurious deductions because pub- 

(CONTINUED ON PAGE 78) 
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than on any shoe 


Sole in the industry! we've ever carried! 
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Genuine, Spring-action 
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DRE-SOLD to MILLIONS in these power-packeD MAGAZINES: 


READER'S DIGEST, LADIES’ HOME JOURNAL, ESQUIRE, 
GOOD HOUSEKEEPING, VOGUE, TRUE, MADEMOISELLE, 
SATURDAY EVENING POST, ARGOSY, PARENTS’, 
HARPER'S BAZAAR, etc. 


Over 300,000,000 inresssions: 


To make a “‘good’’ Spring season 
a ‘‘great’’ Spring season... 


of its type nationally advertised, publicized and promoted! SEE... SELECT 
® 
BIGGEST DEMAND IN HISTORY COMING UP! Cash In} |“FW WIPPLE’ Sole 


Shoes at 
ROOM 403 


FREE! For your NEW Sales Aids Folder, write New York Trade Journal Building 


igs) BEEBE RUBBER COMPANY waswua,vew vamesune 
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Don't be confused! Genuine RIPPLE® Sole is the ONLY sole 














Tights, Fad to Staple 


(CONTINUED FROM PAGE 45) 


to, black, in some stores. Red has 
been tops for children, both years, 
although, even in this market, black 
is strong. For school girls’ uniforms, 
navy, camel or beige and hunter 
green are the chosen colors. 

Style has been introduced in the 
use of several textures. Although 
the flat knits are still very good, 
jacquards, cable stitches and basket 
weaves are reported as very much in 
demand. Ribbed tops on some tights 
add an extra fitting construction. 


Tights are made in both full fash- 
ioned and cut-and-sewn construc- 
tions. The full fashioned, with bet- 
ter fit, is expected to continue to be 
the better seller this year. The seam- 
less are growing in demand. Cut- 
and-sewn are important for volume 
price lines. 

Tights can be sold in a shoe store 
mainly through display. Brenner’s, 
an independent shoe store in a pros- 
perous New York suburb, strings 
them along a clothes line at the back 
of the store—and sometimes in a 
window. Customers frequently com- 
ment on entering the store, “Oh, we 





From out of the west... 


ALCO RANCH 


WASHABLE FOOTWEAR 


STYLE 555 


Made of miracle coated fabric, in five col- 
ors wih mending or contrasting colored 
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he hendeome oer ee contrasting H 
Goodyear Neotex soles. Sizes for 
_ children and kiddies. 


Good tex soles. Sizes for men, 
par poo aaiy children and kiddies. 





Popular Priced! 
You geta 
40% mark-up 
for plus volume 
and plus profit. 


FREE 
OFFER 


on loon with order of 24 
dozen pairs or more— 


REVOLVING 
METAL 
RACK 


Occupies only two feet 
square of your floor space. 
Gives you a complete self- 
service unit for more vol- 
ume ond profit. 


ALCO RANCH 
WASHABLE 


Fabrics and materials are available 
and changed according to all seasons. 


Order Now... 


or Write For Further Information on the 
fastest selling line of washable footwear 
ever manufactured . . . for Men, Women, 
Teenagers, Children. 


See us at the PPSS 
Hotel New Yorker—Room 1103 
Nov. 29 - Dec. 3 


FRED Y. BECKER 
MORT D. FREEDMAN 
in attendance 


a a 


[TEXAS TUFFIES | 


New York Showroom—Marbridge Bidg. « N. Y. C. 


FOOTWEAR COMPANY Factory and Home Office—San Angelo, Texas 
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see you have your washing out!” 
The line goes up about September 
Ist to “get a jump on newspaper 
ads” and to catch the back-to-col- 
lege trade. The cash register results 
have been highly satisfactory, ac- 
cording to William Brenner and Sey- 
mour Shilling, his associate. 
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“Gotham Tites" are an important extra 
sales item at Hofheimer's. This picture, 
taken in their Norfolk store, shows model 
at left wearing her tights under plaid 
shorts. Model at right wears a new soft 
pullover with hers. Boots and Turkish 
toe slippers show types of footwear 
suitable for tights costumes. The child 
wears ballet shoes and a leotard with 
the tights. Background display card 
reads: "The country's Topsy Turvy over 
Gotham Tites by Gotham Gold Stripe." 


Display stands, the legs encased 
in tights, are equally effective, espe- 
cially when the range of colors is 
swatched beside the stand. Live 
models in a department for a few 
days are an ideal way to dramatize 
the use of tights. 


Irving Drew Promotion Set 

LANCASTER, O. — A feature 
fashion shoe promotion in Vogue 
magazine, with retailers able to tie 
in, highlights spring-summer promo- 
tion plans of The Irving Drew Cor- 
poration. The company is expanding 
its in-stock coverage and also is fea- 
turing a full range of new spring 
colors and materials, with emphasis 
on bone and white shoes, in Link 
and Pinpoint Pig, calf, maracain, 
mesh, luster kid and vinyl. These 
plans were announced at a national 
sales meeting, according to George 
R. Utley, vice-president. 
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PEEK-A-BOOT 


Newly designed to fit spike heel and 
pointed toes...first choice for style- 
conscious women...available in flat, 
cuban and high heel...in floral or 
astrolite pattern...sizes 4-10...in 
clear and smoke...elastic loop... 
sized for snug fit that insures com- 
plete protection when it rains. 
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WEATHER-ALL 


Keeps children and juniors warm and 
comfy...deep pile collar available... 
easy on and off...sturdy and smartly 
styled...in black, red and white. 


SEE US AT THE PPSSA 


RAIN-JERETTE 


For growing girls and women... with 
zipper and sealed-in waterproof gus- 
set...also an integral side gusset 
gaiter with two elastic loops and 
button fasteners on the side of each 
boot... available with “‘Fabrilon” lin- 
ing for greater warmth... easy on and 
off...in red, brown, white and black. 





Fashion Brown... 


Newest Addition 
to the Broadway Line 


2387 
Italian Slipon with 
Quilted Vamp 


2391 
Algonquin Blucher 
Moccasin 


These two high style dress shoes 
represent a group of Broadway dress 
oxfords now finished in the season’s most 
wanted shade — Fashion Brown. 


A true, deep brown, this new shade goes 
unusually well with blacks and the dark 
tones currently so much in demand in 
men’s wear. So — for fast turnover and 
excellent profits, be sure your stock in- 
cludes a complete selection of Broadway 
Models in Fashion Brown. 


For full details, see your J. W. Carter 
representative, or write directly to 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 





Editorial 
(CONTINUED FROM PAGE 39) 


Mr. Liebson replied, “Do you mean how many profitable 
stores?” 

Mr. Nordstrom continued, “At last count it was 346. Now, 
we all know that no one is more capable of running a retail 
shoe business chain than the Edison Brothers and Lou Lieb- 
son—but they can’t personally supervise each of their 346 
stores—they can’t be on the floor supervising the service 
and listening to the demands of customers . . . The Edison 
Brothers may be smarter than we are—but I'll be darned if 
they are 346 times smarter! 

“Many independents will fail, of course, but they won't fail 
because they are independents. They'll fail because they 
won’t remain abreast of the times. They'll fail because they 
won’t diagnose their ailments until it is too late,” he said. 

This is frank talk and it comes at an opportune time from 
a sincere and competent observer! 

The independent who will survive and prosper will be the 
fellow who does not regard the title “Independent” as an 
honor bestowed for past performance, but finds in it a badge 
of alertness and intelligence to be worn with courage and 
determination in the battles that lie ahead. 


Customer: “These shoes you sold me are odd.” 
Salesman: “That’s funny. That’s the second time that’s 
happened today.” 


Although the age of 14 seems to be a rather gentle one 
today for actively entering into the shoemaking profession, 
this wasn’t the case in the early 1800s in New England when 
boys customarily signed standard-form indenture papers. 
These specified the term of apprenticeship, which could be 
as long as six years or more. 





with Closed Toe and Heel 


One of the most perfect fitting 
shoes in a generation. 
Designed with built-in comfort 
and flexibility. 


Smooth Black Calf 


IN STOCK 

Sizes AAAA thru D 
up to size 11 all 
widths. 


COMPLETE IN-STOCK CATALOGUE MAILED ON REQUEST 
THE P. HAGERTY SHOE C0., Washington CH., Ohio 


STOCK 
708 


Retailing 
Profitably at $10.95 
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Wyle PIERRE 


3 * 


Little Pierre gets rave notices from even the most critical shoe buyers in America. 


He’s made an art of the basic technique that insures box-office success on every count! 


STYLE #2201 in white 
Size 0-3, *4-8, 9-12. 
Lambskin, fleece lined, 
washable soft sole. 
*Thin chrome sole, 


STYLE #2911 in white 
STYLE #2917 in Beige 


Sizes 414-8, 84-12, B, C, D, E. 


Calfskin, fully leather lined, 
leather sole and heel. 


MONACO—STYLE #7905 
Sizes 814-12, 121/,-3, 314-6, B 
Black grain monk strap. 
Fully leather lined, 

leather sole and heel, 


Nay, CHAMBORD SHOE CO., INC. © 350 Fifth Avenue, New York 1, New York 


Title pleRpE's complete line will be shown at the Popular Price Shoe Show, November 29- December 2, Room 545, Hotel McAlpin. 


West Coast representative * Jim McElroy... McElroy Shoes, Inc., P. O. Box 578, Winters, California 


Little Pierre’s, priced to retail from $2.95 
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PPSSA May Top 


Its Past Records 
(CONTINUED FROM PAGE 49) 


The PPSSA Executive Fashion 
Committee is composed of Alfred L. 
Morse and Wallace J. McGrath, Hon- 
orary Chairman, and M. R. Izen and 
Myer Saxe, Chairmen. Other mem- 
bers of the Executive Fashion Com- 
mittee are Simon Edison, Raymond 
A. Mills, Saul L. Katz and Sidney 
Spiegel. 

There are six shoe style commit- 
tees made up of leading style au- 
thorities from the manufacturing 
and retail branches of the industry. 
The membership of these committees 
follows: 


Women’s Dress Shoes 
Milton Radlo, Berland Shoe Co., 
Chairman 


Retailers 

William Adoff, Butler’s Shoe Corp. 

Emil Alberts, G. R. Kinney Corp. 

Howard Baer, Endicott-Johnson 
Corp. 

Joseph J. Cramer, Wohl Shoe Co. 

Daniel D. Druth, Maling Bros., 
Inc. 

Morris A. Gran, Sears, Roebuck 
& Co. 

Norman Nelson, 
Stores Corp. 

Charles Sachs, 
Inc. 

Nathan C. Schieber, Edison Bros. 
Stores, Inc. 


John Irving 


National Shoes, 


Manufacturers 

Harold D. Ashe, 
Co., Inc. 

M. W. Borkum, Radcliffe Shoes, 
Inc. 

Si Capen, Klev-Bro Shoe Co. 

Ben Dorson, Dorson-Fleisher, Inc. 

Edward Fields, Imperial Foot- 
wear, Inc. 

Oscar Finkel, Flex-Mor Shoe Co. 

Sidney Spiegel, Bruce Shoe Co., 
Inc. 

David Stein, Mutual Shoe Co. 

G. Elliot Stickney, Holmes Stick- 
ney, Inc. 

Robert Wodin, Ware Shoe Corp. 


Liberty Shoe 


Women’s Sports & Welts 
Barney Lebowitz, Edison Bros. 
Stores, Inc., Chairman 


Retailers 
Stewart Brown, Endicott-Johnson 
Corp. 
Jack Joyner, G. R. Kinney Corp. 
Elliot Lubin, Miles Shoes 


George Nacht, 
America 
Ben Rosen, National Shoes, Inc. 


Shoe Corp. o1 


Manufacturers 

Harry Clayman, 
Mfg. Co. 

Charles B. Conn, Jr., Mound City 
Div. Brown Shoe Co. 

Richard E. Hasey, Viner Bros., 
Inc. 

Saul L. Katz, Hubbard Shoe Co., 
Inc. 

Jonas B. Klein, Eastland Shoe Co. 

Arthur Solar, Dexter Shoe Co. 

Ted Weiss, Weiss Lawrence Shoe 
Mfg. 


Bangor Shoe 


Women’s Casuals & Dress Flats 


Stanley W. Norkunas, Melville Shoe 
Corp., Chairman 


Retailers 
Herbert S. Cohen, 
Stores 
George DeKime, Sears, Roebuck 
& Co. 
Thomas E. Duffy, Spiegel, Inc. 
Frank Lorden, Montgomery Ward 
Charles Steen, Wohl Shoe Co. 
Ray Zumbro, G. R. Kinney Corp. 


Morse Shoe 


Manufacturers 


Fred Diamant, Desco Shoe Corp. 

Alan Foss, Lawrence Maid Foot- 
wear 

Joel Glassman, Genesco 

Howard Wiseberg, Billie Shoe 
Co., Inc. 


Children’s Shoes 


Abraham Weinman, Five Star 
Shoe Co., Chairman 


Retailers 

Henry Berman, National Shoes, 
Inc. 

Philip Felger, 
America 

James Royce, Melville Shoe Corp. 

Perry Smolen, Butler’s Shoe 
Corp. 

William T. Waddell, Sears, Roe- 
buck and Co. 

Timothy P. Welch, G. R. Kinney 
Corp. 


Shoe Corp. of 


Manufacturers 

William Eckenrode, Weymouth 
Shoe Co. 

Arnold Hiatt, Blue Bonnet Shoe 
Co. 

Jack Intrater, Rockingham Shoe 
Co. 

H. C. Levy, H. O. Toor Shoe Co. 

Irving Selig, Laconia Shoe Co. 


Charles Shapiro, American Jrs. 
Shoe Co. 


Men’s Shoes 


Owen Howell, General 
Corp., Chairman 


Retail 


Retailers 

Manny A. Gruber, 
Co. 

Jule Mark, Shoe Corp. of America 

Marion Markus, The Nobil Shoe 
Co. 

Siegbert Moch, Spiegel, Inc. 

Frank C. Rooney, Melville Shoe 
Corp. 

S. L. Winfield, A. S. Beck Shoe 
Corp. 


Regal Shoe 


Manufacturers 
Louis Auclair, 
Co. 
Alan Goldstein, 
Co. 
Burton Katz, Hubbard Shoe Co. 
Joseph Porter, Porter Shoe Co. 
Ernest A. Rainey, Diamond Shoe 
Corp. 
Herbert Rich, Lewis 
Sales Co., Inc. 


Hampshire Shoe 


Plymouth Shoe 


Heicklen 


Slipper Committee 


Harry Argyries, Edison Bros. 
Stores, Inc., Chairman 


Retailers 

R. C. Begell, 
Corp. 

Darrel Hurd, J. C. Penney Co. 

Richard Maling, Maling Brothers, 
Inc. 


Endicott-Johnson 


Manufacturers 

Arthur Hirshberg, Capitol Foot- 
wear Corp. 

Arthur Pfeiffer, Preiffer’s, Inc. 

Maurice Rabin, Novelty Slipper 
Company, Inc. 


Scholl Sponsors Radio Shows 


CHICAGO — The Scholl Manu- 
facturing Company, Inc., maker of 
Dr. Scholl’s products, is sponsoring 
three national radio programs on 
the ABC and CBS networks. Don 
McNeil’s “Breakfast Club” is spon- 
sored on ABC by Dr. Scholl’s Zino- 
pads, Wednesdays and Fridays from 
9 to 10 a.m. EST. “News with Dallas 
Townsend,” heard on CBS Tuesdays 
at 10 a.m. EST, has the same spon- 
sor. The third program is “Funny 
Side Up,” with Bert Parks, via CBS 
Thursdays at 10:30 a.m. EST. 
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No. 4409 Cordovan 
No. 3109 Brown 
No. 6109 Black 


Did 
you 
make 
( 


No. 3607 Tan 
No. 6607 Black 
No. 4407 Cordovan 


CUSTOMER 








HOWARD & FOSTER| 


aoe 


Gentlemen's Finer Shoes Since 1888 
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To make oaant aiivertising sell more 
where and when more is sold 








January I, 1960 


issue of 


Recorder 


NATIONAL VOICE or THE TRADE 


featuring 


REVIEW 
and 
FORECAST 


The outstanding presentation of the production and consump- 
tion record for shoes, and an analysis of the future trends all 
shoemen should be watching. As a sales barometer, last year's 
forecast was extremely accurate. The 1959-1960 Review and 
Forecast Issue is certain to be closely read and used by manu- 
facturers and retailers for months to come. 


FINAL CLOSING DATE DECEMBER 14 
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“SELLS JUVENILE COWBOY BOOTS 
=< 9, 





TRADEMARK 


1 gives you all the carefully selected colors 
SPECIAL found in hand-made Western boots — 


VO OONT now available at popular prices, and . . . 


re | ALL STYLES 
TH DD ALWAYS << 
=== IN-STOCK 


WHY RISK LOSING SALES when you can get immediate shipment from the longest, most color- 
ful Juvenile Cowboy Boot line in the country? 


You must HAVE boots to SELL boots — and COLOR sells the young ‘‘cowboy”’. The Q-D line 
offers you a choice of 99 colorful styles, popular-priced to give your customers honest value, 
and IN-STOCK now for the big selling season ahead. 


ORDER your Q-D Brand Cowboy Boots now — start selling them now! 





NOW SHOWING 
at the PPSSA 

Style 6008 Room 646 Pot 
Genuine Kid Top 


Fancy Stitched 
3-color underlay HOTEL NEW YORKER pores wndedas 








Also Round, 
Pointed Toe 





SEND for Catalog and 
Dealers’ Price List TODAY 


QUINN & DELBERT BOOT MFG. CO. marisoro, mass. 


Specialists in the manufacture of fine juvenile boots 


Juvenile COWBOY Boots... © CHUKKA © WELLINGTON © COMBAT © ENGINEER Boots 
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Cosmetic Colors 
(CONTINUED FROM PAGE 47) 


height.” 

In girls’ shoes for next spring 
there will be a great diversity of 
pattern, styling and detailing. Some 
of the important selling features 
will include the tapered toe last and 
various silhouettes. Pumps remain 
in first position in sizes above 12. 
Straps for the sizes below 12... 
instep, swivel and some novelty 
twists. There is new interest in com- 
bination patterns . . . vamp treat- 
ments that demand two colors or 
two textures; leather with mesh; 
spectators combining suede and 
patent, smooth and grained, leather 
with fabrics. 

The look in boys’ spring shoes is 
“Modified American Continental.” 
There is a growing trend toward 
narrower toes in boys’ shoes of all 
types. They tend to make the shoes 
seem lighter in appearance. Black 
will still be big volume in the spring 
but lighter-to-medium shades of 
brown are gradually moving into the 
picture. Colors will be more preva- 
lent in the brushed and _ sueded 
leathers. 

Lightweight and flexibility con- 
tinue to be the keynote in men’s 
footwear. Last season saw renewed 
interest in shoes with a little heavier 
look than the extreme lightweights; 
and this preference is expected to 
be reflected in next spring’s selling. 
The bulk of sales will be single sole, 
close edge construction. 

Slipons have been showing gains 
over the past years and are expected 
to maintain their popularity. The 
industry, through the National Shoe 
Institute, is planning major pro- 
motions for this category of shoes 
next spring and will place a good 
deal of emphasis on the slim, sleek, 
dressy slipon as well as the penny 
slipon and high tongue stepin. 

Black continues to give way a 
little to brown. Gray will be limited. 
Loden Green is expected to get good 
promotion. Sales of all white shoes 
are expected to be a significant fac- 
tor in next spring’s selling. 


Profile: The Taichers 
(CONTINUED FROM PAGE 44) 


intrigued he became. He approached 
another of his patients, a Congress- 
man, and asked his advice. The Con- 
gressman suggested sending letters 
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of inquiry to the various Embassies 
in Washington to explore the possi- 
bilities. Leonard received some very 
interesting replies and information. 
Of them all, he thought that Haiti 
had the most to offer. 

The best way to find out was to 
go down to Haiti. He made the trip 
in 1942. He learned at first hand 
just how difficult it was to trans- 
port merchandise; and this con- 
vinced him even further that his 
idea of having the ship bring back 
merchandise, for which there was a 
quick and ready market, was a good 
one. 

In Haiti, there were many small 
shops that were owned by people 
who had been forced to flee their 
native countries. They had come 
from different parts of Europe and 
had settled in Haiti. Many of them 
were making straw shoes. When 
Leonard went down there (in ’42) 
he had some samples of straw shoes 
made to his specifications. They 
were most satisfactory. The next 
step was to set up a factory ... in 
an old French Colonial house .. . 
perched high on a mountainside. 

When this straw shoe production 
got under way, the workers could 
only make about 100 pairs per day. 
Before long, this was increased to 
400 pairs per day, due to more effi- 
cient methods, an enthusiasm for 
the work and the fact that Leonard 
was a “dynamo.” 

Braiding, dyeing . . . everything 
was done by hand. The original 
shoes had rope soles. Then they 
made them with cork soles. Actu- 
ally, the Taichers were one of the 
first to use cork extensively. The 
market was as important as Leon- 
ard and Bette had anticipated. They 
sold all the shoes they could make. 
It was in the days of rationing and 
since these shoes were exempt from 
that regulation, it made them 
doubly desirable. 

Leonard maintained this factory 
in the French Colonial setting for 
about two years. Then he rented a 
building that had been “Sandler de 
Haiti.” This was a factory border- 
ing the airport, very convenient for 
shipping everything by air. They 
stayed in that factory until 1953, 
when they built their own factory. 
It is a few miles from the original, 
on a hill that overlooks the airport. 
Production has increased each year 


and now it is up to 2500 pairs per 
day. 

Paris, Florence, Rome, Zurich 
and a few cities in Germany ... the 
Taichers visit them each year. They 
shop and buy ornaments for the 
straw shoes. In Switzerland, they 
work cut colors and ideas with their 
supplier, one of the largest manu- 
facturers of straw braid in the 
world. In his plant, the Taichers de- 
tail their ideas. As Bette says: 
“They have a tremendous organiza- 
tion and almost within minutes 
after we have given them an idea 
of what we want, the sample is fin- 
ished and it is as close to our origi- 
nal idea as it can be. Then we go to 
a dye plant, which is close by and 
work with these people as far as 
colors are concerned. Here, too, they 
work out our color ideas in an 
amazingly short time.” Straw from 
Madagascar .. . doesn’t that sound 
exciting? Well, the Taichers buy 
huge quantities of straw direct 
from Madagascar. 

Before we conclude this Haitian 
phase of Pan-American Modes, we 
must mention that Bette gets to 
Haiti at least every two months; 
Leonard practically commutes every 
week. 

In 1949, Leonard decided to in- 
crease production of the straw shoes 
and that an additional factory .. . 
in Miami, Florida, might be the 
answer. It was. They bought a fac- 
tory and continued to make straw 
shoes until 1955, when they started 
to make leather shoes. Here is 
where Leonard’s knowledge of foot 
anatomy and Bette’s flair for de- 
signing merged into a wonderful 
conception of women’s dress shoes. 
Shoe constructions that were differ- 
ent from anything that had been 
used before . . . and producing a 
line of shoes that were soft, caress- 
ing, gentle, glove-like. That would 
caress the foot, rather than encase 
it. That’s why they chose the name 
CARESSA for the line. Bette 
wanted the shoes to be lovely to 
look at as well as lovely and com- 
fortable to wear. At Pan-American 
Modes, they were the first to make 
unlined shoes. Bette says: “We had 
an idea about this feeling of soft- 
ness. We used sueded sock linings. 
Many people in various phases of 
the shoe business told us it wouldn’t 

(CONTINUED ON PAGE 78) 
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FOOTWEAR OF TOMORROW. 
will be 
MORE COMFORTABLE . . . 
MORE PRACTICAL .. . 
MORE BEAUTIFUL . . . 


because of 


A near century of experience 
in designing, weaving and 
styling, has made Shugor a 
‘must’ in the production of 
fine footwear. 


THOMAS TAYLOR & SONS 


HUDSON, MASSACHUSETTS 





TAYLORED -TO-FIT ® 


COPR. 1959 THOMAS TAYLOR & SONS 
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Profile: The Taichers 
(CONTINUED FROM PAGE 76) 


and couldn’t work out. However, we 
were convinced that it would. To- 
day it is being used by most of the 
high grade manufacturers. We also 
use the gold heel seat piece that car- 
ries the name ‘Caressa’ and is a 
symbol of the ‘shoe with the golden 
touch.’ ”’ 

When Bette and Leonard go to 
Europe, they look for trends; and 
upon their return they interpret the 
feasible ones into their Caressa line. 
Top specialty shops and department 
stores across the country carry both 
the Caressa line as well as the straw 
shoes. Very often, Bette makes per- 
sonal appearances at the _ stores 
when the line is launched and pro- 
moted for the first time. 

Bette’s family used to run a small 
department store in Camden, New 
Jersey, called Tomar’s. She accom- 
panied her parents on their buying 
trips and learned a great deal about 
merchandising. She met Leonard 
while he was going to school at 
Temple University. She was in high 
school at the time. They were mar- 
ried in 1935. They have two sons. 
The older one is a student at law 
school and works at the factory dur- 
ing summer vacations. His ambi- 
tion is to be a lawyer rather than a 
shoe man. Maybe he will combine 
the two, eventually. People are 
Bette’s hobby, and she has a strong 
feeling of responsibility towards 
the employes. Their problems seem 
to become her problems, and she de- 
votes a good deal of time and en- 
ergy to making their lot easier and 
brighter. She also paints and plays 
the piano . . . but when you get to 
know her, you find out that she 
doesn’t have any time to do much 
beside take care of her family, her 
job, her home and her friends. 


Spring and Summer 
Clothing Styles 
(CONTINUED FROM PAGE 51) 


fabrics and patterns come into their 
own in jackets, slacks, shorts and 
shirts, as well as in trim touches. 
For a chichi touch, jacket linings 
follow the trend. 

Beachwear comes of age with a 
split personality. While the boxer 
trunk continues its sedate way, the 
Bikini is the midget end of a whole 
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new concept in knit beachwear. Leg 
length varies from the minimum to 
long johns hitting the ankle. 

Even fabric trunks will feature a 
short-short version. The split per- 
sonality part comes in with the need 
to cover up when not actually in the 
water or active on the sand. For the 
poolside, patio or boardwalk, the 
cabana suit is back, sometimes lined 
with thirsty terry cloth, sometimes 
elegant as an upper echelon pajama 
or as deck pants and a sailor jersey. 

The Summing Up: Spring and 
Summer, 1960 will see a universal 
look which is trimmer, neater and 
comfortable to wear in_ tailored 
clothing. Accessories, such as shirts, 
neckties and socks will be designed 
to ensemble with the Continental 
silhouette both in dimension of 
details, such as the short, wide- 
spread collar, and in colorings. Hats 
will be designed to keep up the 
interest they have been attracting 
during the past several seasons. 

Vests or weskits will be back in 
some numbers. Sweaters will favor 
the short styling in fine needle 
designs proper for the warmer sea- 
sons. Wash and wear will have 
another smashing season. The prom- 
ise is for a 1960 wardrobe light in 
weight, comfortable in cut, easy to 
care for and always appropriate to 
the occasion. 


Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 66) 


lic resentment against padded ex- 
pense accounts is rising. 

IRS Commissioner Dana Latham, 
in a recent speech, said he is “seri- 
ously concerned” over abuses in 
travel and entertainment deductions. 
Specifically, he said he means: 

Purported business trips, includ- 
ing conventions, which in fact are 
vacations at resort hotels, hunting 
lodges, or other vacation spots; lav- 
ish entertainment that is really per- 
sonal rather than business in nature; 
ownership and operation of automo- 
biles, yachts, airplanes, hunting 
lodges, beach homes, etc., for per- 
sonal use by company officials; pur- 
chase, with company funds, of arti- 
cles destined for personal use of 
businessmen, their families or 
friends. 

“Public resentment of these prac- 
tices is mounting,” Mr. Latham de- 
clared. “This resentment will ex- 


press itself in drastic legislation if 
this situation is not corrected.” 

Mr. Latham pointed out that a bill 
pending in the Senate would prohibit 
the deduction of any expenses paid 
for entertainment, yachts, vacation 
houses or lodges, gifts, dues or in- 
itiation fees, traveling expenses to 
conventions outside the U. S. 

Failure of businessmen to stop 
chiseling will lend encouragement to 
this bill, he pointed out. 


Retail Trade News 
(CONTINUED FROM PAGE 61) 


moted also by the C. Crawford Hol- 
lidge store. One was a sling-back 
with high-riding forepart in black, 
brown or navy suede. The other was 
an adaptation of the oxford with 
opened-up vamp and ribbon lacing, 
this one in black or navy suede. Both 
carried walking heels. 


Denver Retailers Reported 
Surpassing Last Year 


SHOE retailers in the Denver 
area, like department stores in 
Denver and Colorado in general, 
continue to rank among the nation’s 
leaders in percentage of sales in- 
creases over a year ago, according 
to Federal Reserve System figures. 
Stores selling men’s, women’s or 
children’s shoes and family shoe 
stores chalked up gains of from two 
to 12 per cent into mid-November. 

As the hunting season opened in 
late October and continued into 
November, sales of hunting boots 
and heavy outdoor boots boomed. 

Despite the steel strike affecting 
the Pueblo area, particularly (home 
of Colorado Fuel & Iron Co.), work 
shoe gains have been reported over 
last year’s figures. Safety shoe sales 
have gained, as many new smal] in- 
dustrial plants employing from 40 
to 50 men have created a demand. 

Women’s dress shoe sales boomed 
as the symphony and social season 
opened and Thanksgiving holidays 
approached. Here, the trend for 
opened up shoes was noticeable as 
retailers reported demand for bare- 
back vinylite Spring-o-lators with 
rhinestone throatbands and trims 
of black suede, white, violet and 
champagne satins (retailing for 
$16.95 ‘to $18.95), for brown deldi 
slings with lustre trim and thin, 
high heels, black suede slings with 

(CONTINUED ON PAGE 80) 
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“IN TODAY'S BETTER SHOES 
IT’S WHAT YOU DON'T SEE 
THAT MAKES THE DIFFERENCE” 


IT’S THE HIDDEN VALUE OF T 4g F % TA’ 


.. STILL THE NO. 1 REINFORCING MATERIAL 


A unique blend of nylon and cotton fibers, Tufsta is unmatched for 
tensile strength and stitch-tear resistance. By providing extra 
the finest, most complete line strength at points of stress and flex, Tufsta allows greater design 
freedom ...eliminates many production problems. ..improves profits 
of vinyl shoe fabrics come from: by reducing costs... insures greater customer satisfaction. As a 
plumper, Tufsta Doubler permits use of thinner splits— an important 

saving with today’s high leather costs. 


lo TEXTILEATHE 4 NERAL) -§ 


imstitult 


THE GENERAL TIRE & RUBBER COMPANY + FOOTWEAR FABRICS DIVISION 607 madison Ave + Toledo 9, Onio 
Represented by: 


* Liebman & Cumming Melvin E. Weil * Barnard Shoe industry Supply Corp C.N Reisenberger & Son K O Schneider & Son * Stocks are warehoused for your 
1329 Sunset Bivd 180 North Wacker Drive 2128 South Hanley Road 370 West Broad Street 1225 North Water Street convenience at the regional sales 
tos Angeles, Califorma Chicago 6, Ilinois St. Louis 17, Missouri Columbus 22, Ohio Milwaukee, Wisconsin offices indicated by an asterisk 


Liebman & Cumming * Seaman Steen Company John E. Shevenelt * Moore & Giles *A_G Mooney, Ltd Also distributed by 
718 Mission St., Rm. 422 96-100 South Street 21 Spruce Street PO Box 56 20 Bates Road Universal Coated Fabrics Co. Inc 
San Francisco, Califorma Boston 11, Massachusetts New York 38, New York Lynchburg, Virginia Montreal 8, Canada 643 Broadway, New York 12." ¥ 
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Retail Trade News 
(CONTINUED FROM PAGE 78) 


rhinestone and vinylite treatment, 
and in the $19.95 class, open toe 
slings with elasticized lacing hug- 
ging the throat and with slim mid 
high and high heels or cut-out 
black suede pumps. 

In the $35 to $42.95 range, lattice 
toe pumps of gold and silver lame, 
multi-stripe satins, dyeable white 
satins with gold kid underlays and 
imported silk brocade all in closed 
pump styles with rapier pointed 
toes and thin, high heels have been 
in demand. In quality lines of day- 
time wear, pumps again are the 
leaders around $25. 

These have included black and 
brown light calf with matching 
faille trim, some with squared and 
oval toes, bow pumps—black with 
taupe and tortoise tan with black 
trim, harlequin pumps—black with 
royal blue, theatre red, green or 
brown, and black calf V-line pumps. 

Boots continue to be the big news 
among the younger set. One re- 
tailer said that he was selling boots 
“by the scores from ankle huggers 
to pixie types” as well as slim 
skimmers with shaped heels. Popu- 
lar prices in these lines ranged 
from $4 to $10. 


Milwaukee Fall Selling 
Seen “Exceptionally Good” 


MILWAUKEE shoe retailers are 
cashing in on a strong demand for 
fall footwear in all price levels. This 
shows signs of developing into an 
exceptionally good fall season. 

Sales tallies are up to 10 per cent 
ahead in most footwear outlets in- 
cluding neighborhood family stores 
as well as downtown and shopping 
center salons. The area’s healthy in- 
dustrial diversification has warded 
off most of the ill effects of the steel 
strike to date. 

Ladies’ shoe buyers note that cas- 
ual volume has been execeptionally 
strong this fall. Big increases in 
imported Italian casual walkers have 
been racked up. What used to be the 
“forgotten heels” are suddenly much 
in demand here. Customers are re- 
portedly “gobbling up” the 8/8, 12/8 
and 14/8 heels with very little pro- 
motion. “It just happened,” claims 
one key buyer. 

Modified, slightly rounded toes are 
very popular in most of the chain 
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and department store shoe outlets. 
Style-centered shoe salons and ap- 
parel specialty, however, are by no 
means neglecting their promotional 
emphasis on the pinpoint styles. 

Alert merchants are gaining extra 
pairage by reassuring shoppers that 
all toe styles—pointed, oval, square 
—are “okay.” Sales clerks at one 
leading salon are instructed to work 
on removing fear from customer’s 
minds that they may buy the 
“wrong” type of toe or heel. Square 
and oval toes are being pitched here 
as a “new expression” for the keen- 
ly fashion conscious customer’s 
wardrobe, as well as for the women 
who feel the needle toes are too ex- 
treme. 

Children’s shoes are maintaining a 
profitable sales level. In the boys’ 
departments, black slipons predom- 
inate. The younger male teen set is 
plumping heavily for the square toe 
swirls. 

Boot volume is off to an excellent 
start again this year. Dealers agree 
that they will have to turn in a big 
job this fall and winter to beat last 
year’s whopping totals. 

“Last year we enjoyed the best 
boot season we had in many, many 
years,” claims neighborhood dealer 
Stan Sadjak, Stan’s Bootery. Down- 
town Smartwear buyer claimed he 
“couldn’t get enough of the heavy 
fleece lined boots last year.” 

A check shows that the heavier 
spectator boot styles have not yet 
begun to move off the sales counters. 
Top selling boots are the dressy, fur- 
trimmed suedes. Anything low cut 
and light has been good “till now.” 
Blustery winds and the threat of 
early snow are beginning to stimu- 
late a marked interest again in the 
bulkier boots. 


Chicago Was Briefly 
Shoe Capital of U. S. 


CHICAGO became the retail shoe 
capital of the country as well as the 
order taking center during the Na- 
tional Shoe Fair. Local retailers co- 
operated in public support and 
called consumer attention to the im- 
portance of shoes. This was done 
through special window displays 
and extensive advertising. 

Evidence of the recognition given 
shoes and the National Shoe Fair 
from the consumer standpoint is 
seen in three special newspaper 
supplements. These were published, 


on Saturday by the Chicago Daily 
News, and on Monday by the Chi- 
cago Tribune and Chicago Sun- 
Times. The impressive 26-page 
photogravure supplement of the 
News was included with the paper’s 
Weekend magaine section. It was 
well filled with editorial material 
and illustrations of shoes. Advertis- 
ing space was used by some 16 re- 
tailers. 

“Fashion Footnotes: A Glimpse 
into the Shoe Future” was the title 
of a full color page in the Tribune, 
which showed shoes being shown at 
the Shoe Fair. The Sun-Times sup- 
plement entitled, “Glitter Afoot As 
Shoe Men Gather,” was distributed 
at the Shoe Women Executives 
luncheon on Monday during the 
Fair. 

In addition to the special supple- 
ments there was heavy lineage de- 
voted to shoes throughout the Shoe 
Fair. This included a number of 
full page advertisements devoted to 
women’s shoes, including one in 
full color by Marshall Field & Co. 
Lytton’s devoted a full page to 
lower heel shoes for women entitled 
“Fashion Walks on a Lower Heel.” 
The same store also ranks a full 
page men’s advertisement, entitled 
“the shoe,” featuring a hand de- 
tailed flexible moccasin. 

This heavy advertising lineage is 
the beginning of a period of heavy 
advertising of shoes which will con- 
tinue through Christmas. The offi- 
cial Christmas promotion opening is 
slated for the Thanksgiving week- 
end. Most retailers plan to follow 
the practice of previous years with 
heavy advertising of slippers and 
very dressy shoes. 


Poor Weather Fails to 
Slow New York Selling 


NEW YORK shoe retailing has 
been holding up fairly well, in spite 
of the unpredictable weather and the 
continued, stringent economic fac- 
tors. Most of the retailers indicate 
that they are ahead of the same pe- 
riod last year, both volume-wise and 
dollar-wise. They look forward to in- 
creases ranging anywhere from five 
to 15 per cent. 

Merchants indicate that they are 
going after business with increased, 
intensive promotions. They followed 
through on these intentions with ex- 
tensive promotions and specials for 

(CONTINUED ON PAGE 82) 
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YORKTOWN’S “BALANCED LINE” 
EXPANDS YOUR PROFIT 








OPPORTUNITIES ——— 


STYLING mf SERVICE 








QUALITY CF > 
SHOEMAKING , PROFITS 

















Advertised in 
LIFE AND ESQUIRE 


FOR MEN AND BOYS 


also makers of 
WARD HILL SHOES FOR MEN AND BOYS 














IN STOCK FROM ONE SOURCE: 


140 STYLE NUMBERS FOR MEN, AA-EEE; 6-14, $10.95-$15.95 retail 
28 STYLE NUMBERS FOR BOYS, A-EE; 24-7, $8.95-$9.95 retail 





You are cordially invited to visit 
YORKTOWN and WARD HILL at P.P.S.S.A. 


New York, N. Y. — New Yorker Hotel — Nov. 29-Dec. 3 
Rooms 501, 502, 552, 553 


also 
Pittsburgh, Pa. — Hotel Penn-Sheraton 
Nov. 15-18 
Dallas, Texas — Baker Hotel 
Nov. 15-18 
Style 6913 & Syracuse, N. Y. — Empire State Show 
Black Jan. 24-26 Style 3003 


Style 6914 Black 
Brown 





Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. - KNIPE BROS.—-WARD HILL SHOES, INC. 
MAIN OFFICES, FACTORY AND IN-STOCK DEPARTMENTS 
GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bldg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Retail Trade News 
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Election Day, which is a traditionally 
good shopping day. 

The best selling merchandise seems 
to be in the medium and high price 
brackets. All patterns, from closed 
pumps on high, thin heels, opened up 
types and walking shoes, even shear- 
ling lined boots, were promoted. 

In women’s shoes, evening ele- 
gance was a recurring theme: “Mag- 
nificent from every angle... evening 
elegance in classic silk-satin pump, 
beautifully bejewelled. Black, white 
or dyed to order.” Stein & Blaine. 

Andrew Geller emphasizes the 
“Lariat . . now spotlighting its 
theatre elegance with rhinestones on 
black silk crepe.” 

Men’s shoe business has_ been 
steady. The general feeling is that 
there should be a five to 10 per cent 
increase for spring. As one retailer 
put it: “We try to merchandise a 
complete line of shoes, the complete 
range from lightweight to brogues 
and cordovans. We try to localize 
our styling to our particular locality 
and give our customers personalized 
service.” 


San Francisco Promotions 
Beat Indian Summer 


STRONG promotions have kept 
sales records at a good level in spite 
of hot Indian Summer weather with 
the temperatures running above 80 
degrees. 

The fall promotions haven’t put 
the emphasis on any one particular 
color or type of footwear but instead 
are working all the angles from the 
inexpensive flats to the high priced 
dress shoes. Customers are finding 
good selections in all types and styles 
and in all prices from the most inex- 
pensive to the exclusive models in 
the $40 and $50 bracket. 

Sales emphasis varies from week 
to week in line with current happen- 
ings. With the opening of the San 
Francisco Opera season the shoe re- 
tailers featured formal and dress 
footwear. The following week the 
casual models were getting the play. 
The next week a number of leading 
stores were pushing alligators. 

Among the casual promotions, 
Chandler’s have a group of five mod- 
els in soft calf and suede, with three 
types of heels — flat, inch high or 
stacked—and with soft soles, priced 
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at $6.99 and $7.99. The City of Paris 
used a full page advertisement to 
show a dozen different models of 
Paradise Kittens priced at $13.95, 
$15.00 and $15.95. 

The alligator models are being 
shown in a wide range of prices 
from $15.50 up. Frank More has a 
dressy number at $29.95 with match- 
ing bag at $39.95. Then in the top 
bracket is an Evans black alligator 
number at I. Magnin’s priced at 
$69.95 with a matching bag for 
$150.00 plus tax. 

Most of the dress shoe numbers 
being shown are slim and sleek with 
conservative decorative touches on 
the toe. Sommer and Kaufmann are 
an exception to this though, with 
an attractive line of evening foot- 
wear that definitely calls attention 
to the feet. In this group are King 
Midas golds, Cinderella see- 
throughs, brilliant multi-colored bro- 
cades, gold lame’s, dusky silk and 
white brocades. The prices are from 
$13.95 to $22.95. 

As part of their extensive remod- 
eling plans the White House has un- 
veiled their new show windows, 
which have been under construction 
for several months. The new win- 
dows are of the “see-through” type 
which allows one to see not only the 
things in the window, but to look 
straight through into the store it- 
self. 


Elegance for Men in ’60 


(CONTINUED FROM PAGE 55) 
has a slim forepart shape with 
noticeable toe recede. 


Informality and elegance are 
picked up by detailing. The influence 
of the functional seam in moccasin 
and swirl patterning is growing. 
Also of increased importance are 
handsewn and Guantone stitching, 
hardware ideas on slipons and boots, 
California welt and French bound 
seams, and—especially in wing tips 
—finer perforations. 

A casual elegance is found in the 
leathers for spring and summer. 
Soft, smooth leathers predominate 
with the accent on the softness. 
Boarded textures and soft, pliable 
small grained finishes aren’t far be- 
hind. 

Waxed textures lend themselves 
to many adaptations in moccasin 
shell styles. Some of the popularity 
of waxed leathers will carry over 


from fall. 

Reptiles are highly distinctive and 
carry their own aura of elegance. 
Reptiles and reptile prints—now en- 
joying brisk activity in California 
and Texas—are highly promotable 
with Continental cut clothing. At 
present they must be considered 
sleepers. 

Both black and true brown shades 
lend themselves to the combination 
of flamboyance and restraint needed 
in achieving elegance. But at the 
high fashion level browns will move 
back a shade from dark, almost 
black, brown. 

The heaviest concentration is in 
medium browns such as Hawthorne, 
Bourbon, Cedar, and Oak. Cordovan 
is steady and is also highly adapt- 
able with Continental styled clothing. 

Men under 25 will buy Continen- 
tal styles in clothing and dressy cas- 
uals in shoes. Shoemen know this. 
Moreover, there will be a 29 per cent 
increase in the number of teenage 
and young adult customers over the 
next five years. 

In past years the young men’s 
activity has offset the conservatism 
in shoe tastes of men over 25. Today 
retailers report men over 25 are be- 
coming more receptive to change. 
They are wearing, for business and 
informal evening wear, styles once 
considered casuals by the industry. 

There are many reasons for the 
breakthrough. The softness, flexi- 
bility, and casual comfort theme has 
been promoted consistently. Younger 
men are wearing lighter weight 
styles. The industry is producing a 
better light-weight shoe. It now has 
several years experience in produc- 
ing this type; the result is longer 
wear for the customer. 

Whatever the reason, shoemen can 
expect to sell more lightweights to 
men over 25. And, as with younger 
men, the slipon is at the pinnacle of 
its acceptance for spring. 

Three and four-eyelet styles will 
provide more sales, but the slipon 
provides the thrust of fashion pro- 
motion and seasonal growth poten- 
tial. 

The characteristics of modified 
slimness, trimness and comfort that 
express the contemporary fashion 
era in men’s shoes are embodied in 
the slipon. 

A greater variety of lasts assure a 
better fit. The new gored styles em- 


(CONTINUED ON PAGE 84) 
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YAR ~~ + ook 


When you stock and SELL d rl izale hesie 


REZILTUF 


made of wonderful 


THE BOOT BUSINESS HAS GONE TO HEEL! 
The hardened heel in this boot was proven to 

be spike-proof last winter by actual 

consumer usage throughout the country. 

No other boot can make this claim! 


#305 
HIGH SPIKE 
Puncture-Proof 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA 


IN NEW YORK: 5701 Park Avenue 
West New York, New Jersey 


IN CHICAGO: Airo Supply Co., 2732 North Ashland 
OR CALL YOUR NEAREST WAREHOUSE OR JOBBER 


#201* 
Skimmer Flat 
Faille Pattern—Side Fasten- 

ing. Size 5-10. 


Slim toe skimmer flats and low heels 4/8-12/8 heel height. Fits 
low-low heels better than any other boot. Great for slim boot- 
type shoes. (NOT guaranteed for spike heels.) 





#301 
Low Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-10. 


Made to wear with walking shoes, nurses’ oxfords, conventional 
low heels. 6/8-12/8. Also fits new boot-type shoes. (NOT 
guaranteed for spike heels.) 





#303 

High Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-9. 


This boot fits same height heel as the #305, but has modified 
toe and broader heel base. 21/8-25/8. 





#302* 
Cuban 
Faille Pattern with Cordé 
trimas illustrated. Size 5-10. 


This very versatile shaped-toe Cuban will fit a wide variety of 
cuban and spool type heels, 12/8-16/8. If accounts must limit 
stock to 3 styles, this boot can be used for mid-spike heels. It 
WILL NOT fit high spike heels. 





#304 
Mid-High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-10 


At last, a real high fashion, beautiful boot for the very popular, 
not-so-high heel. Designed to fit pointed toe, slim mid-high spike 
heel. 14/8-19/8. 





#305* 

High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-9. 





An elegant foot-covering made specifically to fit the new pointed 
toe, high spike shoes. 21/8-25/8. This boot CANNOT BE WORN 
ON MID-HIGH HEELS. 





% Best combination to fit most ae styles—with minimum stock. 
See us in New York at the Popular Price Shoe Show 
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Elegance for Men in ’60 
(CONTINUED FROM PAGE 82) 


phasize snuggness and comfort. The 
slipon complements the natural line 
in clothing and lends itself without 
effort to the theme of elegance in 
casual comfort. 

The top influence in both slipon 
and eyelet styling is the moccasin. 
Within the moccasin format the in- 
dustry is putting forward the stitch- 
and-turn, the functional seam, and 
the California seam. The functional 
seam has the most impetus. Basic 
moccasin types feature overlay and 
underlay apron treatments. 

The plain toe in three and four 
eyelet styles is strong, but is being 
eclipsed in slipons by moccasin types. 
The lightened and freshened wing 
tip shows a small increase. 

Straps and restrained buckles and 
hardware are popular. Straight tips 
and U-front bals show a decline. The 
Velcro closure is entrenched with 


younger men. 

Handsewn styles are an industry 
success story. Their acceptance has 
been complete; they are worn for 
business and are a rising style in 
the $12.95 and over category. 


A handsewn version to watch is 
a high riding tongued style on the 
modified slim last. Boot styling is 
strong and two and three eyelet 
blucher handsewns are increasing 
their popularity. Sleepers in hand- 
sewns are whites and new shades in 
waxed leathers. 

Among traditional summer types 
there are new opportunities in 
whites, combinations and _ whites- 
with-trim. Whites have a natural 
style milieu with odd-jacket outfits 
and colorful summer sportswear. 
The cleaning problem is tempered 
by newly developed textured, wip- 
able leathers. 

The greatest percentage of tradi- 
tional summer sales are seen in the 
restyled, attractive, ventilated foot- 
wear. Leading versions are the plain 
toe ventilated and the diamond em- 
bossed. New materials, including 
nylon straws, have made possible 
highly interesting new treatments. 

Mesh shoes represent volume in 
the $8.95 to $12.95 area. The 
U-wing remains the best-liked pat- 
tern. 

Glove uppers with bouncey micro- 
cellular soles will be best sellers in 
the off-duty casual field. A major 


84 


soft leather is deerskin. The styles 
in order of importance are Nor- 
wegian moccasins, brushed leather 
footwear, unlined types with leather 
soles, and boots. 


The Russian Shoe Industry 
(CONTINUED FROM PAGE 57) 


But because they are relatively few, 
many of the plants must work double 
time to even get close to meeting the 
need for shoes. One reason for the 
comparative cleanliness seen in Rus- 
sian shoe factories is the abundant 
use of conveyors, which eliminate 
much of the clutter of racks. Vases 
of flowers and other decorative 
touches are not uncommon in the 
working rooms. Perhaps it’s because 
a large share of Russian shoe work- 
ers are women. Women, incidentally, 
are seen doing the most strenuous 
operations in the shoe plants. 

However, there is little specializa- 
tion of shoemaking in Russian shoe 
plants (this also applies to most 
European plants). A moderate sized 
factory will make men’s, women’s 
and children’s shoes, and of all 
styles, and by several different con- 
structions. America is one of the 
very few countries where shoemak- 
ing specialization is seen. Lack of 
such specialization, as in Russia, 
slows production and efficiency. 

Lighting in Russian shoe plants is 
excellent in some departments, but 
for the most part, is old and inade- 
quate, such as with a lighted globe 
on a post. Each plant usually has its 
own lunchroom for workers, along 
with a nursery for children of work- 
ing mothers, and a medical depart- 
ment (we'll discuss this in more de- 
tail shortly). 

Each factory produces an extreme- 
ly limited number of styles, relative 
to plant size. For example, the mas- 
sive Skorochod plant in Leningrad 
(70,000 pairs daily) makes only 100 
different styles—and these are di- 
vided among men’s, women’s and 
children’s shoes. Another plant mak- 
ing 22,000 pair of women’s and chil- 
dren’s shoes daily produces only 51 
different styles. 

Each factory has a “director” or 
general manager who is top boss. 
Under him is a spread of specialized 
aides, many of whom bear the im- 
pressive title of “engineer” (they’re 
actually foremen or departmental 
heads). The director, comparable to 


our company president or general 
manager, has no concern with orders 
or sales or customer problems. His 
whole job is concentrated on one 
goal: highest possible output at low- 
est cost. He is told what and how 
much (minimum quota) to make, 
what materials and supplies to use, 
and when to have the shoes ready 
for delivery. His job is to see that 
all the loose ends come together, and 
to maintain ceaseless pressure to 
meet the quantity and quality of his 
quotas. 

He never deviates from the shoe- 
making bible, the Book of Stand- 
ards, published by the government’s 
Standards Committee, an affiliate of 
the Leather and Shoe Industry Cen- 
tral Research Institute. The Book 
contains specifications dealing with 
just about everything involved in the 
making of the shoe: from thread to 
upper leather, from colors to heel 
shapes, from tacks to mulling time, 
from size runs to lasts. No change 
in these rigid specifications can be 
made. 

However, necessity being the 
mother of invention, deviations from 
the Book do occur—but solely as an 
act of desperation. The director 
must meet his quota, handed down 
by the Ministry of Economics, which 
formulates all production plans. The 
many materials and supplies essen- 
tial to making these shoes must now 
arrive from the various supply 
sources. If one or several of the es- 
sential supplies is tardy, or is faulty 
and must be replaced, the director 
of the factory knows he must face a 
specific delivery date for his shoes, 
as well as meet his quota. In this 
case he must apply some ingenuity. 
He does this sometimes by substitu- 
tions. Or, if desperate enough, he 
will at times let the shoes go through 
with some part missing, such as a 
socklining or a heel pad. He must 
gamble on not getting caught, or 
suffer the consequences of falling 
short in his quota or delivery dates. 
He has no choice of switching 
sources of supply if one proves un- 
satisfactory. 

The rigidity of the Book of Stand- 
ards, plus the “system” as a whole, 
continues to be a major bottleneck 
to progress in the Russion shoe in- 
dustry. 

(In the next article, Mr. Rossi will 
continue to discuss shoe manufac- 
turing in Russia.) 
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maeisa 
best 
by the only 


REAL test! 


Billions, yes, literally billions of steps taken every single ( re i 


day, in over fifty million pairs of shoes so far . . . in every 

kind of clime, every kind of circumstance . . . have proven 

by the toughest “tests” of all: by any standards of compari- (doa = le- 
son, any means of measure — there is just no other toplift wnat, Mrtrnoy 


material that wears nearly as well, no better insurance against The combination dowel and lift unit developed by Perma-Top 
to protect plastic heels against breakage AND provide 
a toplift that's guaranteed never to wear out. 


thin heel breakage than Perma-Top. Competitively priced — 
available through your regular heel source. ESSEX PRODUCTS, INC., 42 DUNCAN STREET, HAVERHILL, MASSACHUSETTS 
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Follow the Leaders to... 


>. is aE TYRON 
a tant ~ a TYLITE 
HI METRO 


TYRON 
FROSH 


TYE R Kibler Comp 


ANDOVER, MASSACHUSETTS, U/SS.A. 
*See the star-studded Tyron vinyl line appearing soon at the... 
P. P. S. S. A. Show— Rooms 1467, 1468, and 1469 
New Yorker Hotel — November 29 to December 3, 1959 
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(Advertisement) 


Laconia’s Viscounts Break Price Barrier 


New Shoemaking Process Delivers Boys’ and Men’s Shoes from $2.95-$6.95 Retail 


Laconia, N. H., Nov. 14 — A. the introduction of an advanced shoe 


dramatic reduction in prices on boys’ 
and men’s shoes has been effected by 


production process, according to an 


announcement today by Mr. Irving 





New Wonder-Weld Viscounts 
Feature Super-Flexibility, Water-Tight Bond 


The same construction process that 
reduces the cost of the Wonder-Weld 
Viscount shoe — also gives it fea- 
tures that many expensive shoes can’t 
offer! 


The Wonder-Weld process 


Graphic demonstration of Wonder-Weld 
Viscount’s flexibility, using leather upper men’s 
casual. 

automatically forms a_ perfectly 
“tight” bond between sole and heel 
and upper, automatically sealing off 
water and weather from this part of 
the shoe, for the life of the shoe. 
This is a tremendous benefit, partic- 
ularly for children. On a conventional 
little gents’ or boys’ shoe, water seeps 
in through the stitched or glued seam 


between sole and upper. In the 
Wonder-Weld construction, this seam 
simply doesn’t exist — nor does the 
possibility of water damage to this 
part of the shoe. 


Perfect heel-and sole-to-upper bond made pos- 
sible by new Wonder-Weld Process seals out 
weather and water. 


In the Viscounts men’s casuals, the 
greatest possible flexibility has been 
realized, in keeping with the light, 
flexible Continental influence so im- 
portant among men’s casual and 
dress patterns today. Yet in contrast, 
the Wonder-Weld Viscounts little 
gents’ line affords the sturdy, sure, 
correct support young feet need. 


Here are only a few of the many patterns included in the Wonder-Weld line. 


Wide Choice of Leathers, Materials inViscounts 


The new Wonder-Weld Viscounts 
are available virtually without limit 
as to the kinds of leather, fabrics, 
and materials that can be featured. 
All conventional upper materials, in- 
cluding those that have risen to 
popularity in the past several seasons, 
lend themselves perfectly and beauti- 
fully to the new Wonder-Weld 
process. 


Leathers featured in the new 
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Viscount line include all smooth 
tannages, suedes, and rough casual 
leathers. Fabrics include corduroy, 
canvas, madras, straws, and nylon 
mesh. And, where price is important 
— even imitation leathers, like 
suedene, can be readily adapted to 


this remarkable new construction. 





Selig, vice-president of the Laconia 
Shoe Co. Mr. Selig said that Laconia 
is introducing a new line of shoes 
under the label ‘“Viscounts” featur- 
ing their new “Wonder-Weld” proc- 
ess in which sole and heel are joined 
to the upper in one perfect bond, 
eliminating many of the usual steps 
and costs of conventional shoe 
manufacture. 


“Our new shoe process is going to 
make sweeping changes in the price 
structure of the men’s and boys’ 
field,’ Mr. Selig said. “Our new 
Wonder-Weld shoe is completely 
identical to a conventional shoe, and 
in some ways even better. We've 
licked the price problem by licking 
production costs and bottlenecks — 
not by sacrificing material or work- 
manship quality. Feature for feature, 
style for style, our new Wonder-Weld 
Viscounts offer just as much as con- 
ventional shoes — but at prices re- 
duced up to as much as 60%. Our 
new shoes should open up limitless 
possibilities for extra volume.” 


A new company, Viscount Shoes, 
Inc., has been organized to handle 
production and marketing of the new 
line. The new firm, headed by Mr. 
Robert Selig, will be a subsidiary of 
the Laconia Shoe Co. and will have 
offices in Laconia, N. H. Plant and 
warehouse will be in Lowell, Mass. 





Research, National 
Wear-Tests Prove 
Viscounts 


At the Viscount factory in Lowell, 
Mass., a perfect-fit last, giving the 
comfort, feel and look of shoes cost- 
ing two to three times as much, was 
carefully developed for the Wonder- 
Weld process after scores of experi- 
mental lasts had been discarded. 


Following this came an exhaustive 
two-year proving period, during 
which time half a million pairs of 
Wonder-Weld Viscounts were wear- 
tested in all sections of the country, 
under all weather and walking condi- 
tions. Not a single pair of Wonder- 
Weld Viscounts was returned for any 
shoemaking defect or wearing 
deficiency. 





See Viscounts — and Laconians complete line of 
tots-to-teens welts and cements at the 
P.P.S.S.A., Hotel New Yorker, Rooms 904-5-6 
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 Pro-tek-tiv 


. has complete COMETERE, including 
Protiktiv Play: wear” styles in 
infants, childs, and misses size runs 
—to retail at 50¢ and $1.00 less than 
the regular Pro-tek-tivs 








*Pro-tek-tiv Play- wear shoes are available with Votan Leather—Neolite—Rubber— _ 
Cush-N-Crepe soles. Pro-tek-tiv Play - wears have the same high quality workmanship 
that has always made Pro-tek-tiv the line that builds children’s shoe sales. 


THERE IS A COMPLETE SIZE, STYLE AND PRICE RANGE IN ONE GREAT LINE 


Pro-tek-tiv’ Pro-tek-tiv Play-wear 


retailing at retailing at 


Also Pro-tek-tiv Extra Support and Straight Last Shoes 


Ritaktiy 


CURTIS STEPHENS EMBRY CO., Reading, Pa. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 


SAMPLES IN ROOM 411, MARBRIDGE BLDG., 47 W. 34TH STREET, NEW YORK CITY 
ROOM 805, ALEXANDRIA HOTEL, 5TH & SPRING STS., LOS ANGELES 





Wallace J. McGrath 


(CONTINUED FROM PAGE 48) 


tribute to headline style and construction news—and to 
record potential sales. In children’s shoes, the scuff and 
soil resistant materials, on one hand, and the gala party 
look, on the other, illustrate our market’s welcome blend- 
ing of fashion and function. 

The members of the New England Shoe and Leather 
Association, with all their know-how and ingenuity, will 
be in an excellent position to supply the needs of our 
industry in an ever-increasing manner in the ensuing 
sixties. 


Manufacturing News 
(CONTINUED FROM PAGE 63) 


No drastic changes in stylings have come forth. Flatties in 
variations of jewels, bows and buckles are doing a good job 
for the manufacturers. Boots which at first had representa- 
tives a little skeptical for southland sales, have now settled 
down into a good steady source of orders. 


New York State 


Most of the New York shoe manufacturers who attended 
the National Shoe Fair, returned from that Windy City in 
an optimistic frame of mind. They reported that they had 
booked good orders from the retailers who were there. They 
were looking forward to substantial follow-ups and confir- 
mations. 

(CONTINUED ON PAGE 91) 


MEDIC makes a shoe for 
each child's special need 


YOU’LL MAKE year ’round profits with Medic shoes. 
Because when you carry nationally famous Junior Arch 
Preservers by Medic, you have the complete line of feature 
shoes for children of all ages. Junior Arch Preservers are 
heavily advertised to the medical profession—doctors 
prescribe and recommend them. You’ll have a continuous 
demand for profitable Medic shoes. Sell the shoes the 
doctors order and that your youthful customers need 
. ..Write today for catalog, descriptive literature, FREE 
BOOKLET on prescription fitting. gm» 2 





ARCH PRESERVER 


oY _. 
Gag 


For Extreme Pronation 


MEDIC SHOE MANUFACTURERS, INC. © PHILADELPHIA 7, PENNSYLVANIA 
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° ’ 
a-live ° the state your 


business is in when you feature 
fun-loving, gift-perfect 





Plan a profitable Gift Certificate Promotion 
NOW. Tie in with BASS National Advertising 
and Promotions. 


yi AS the state you're in 

eu-pho" moment you feel the ery 
1 lasting comfort 0! 

softness, the anys e yoo 


gE a Bass Gift Certificate? 


<> 
SS 


—~F Christmas giving 
originators of Weejuns* 


. MAING 
MAIN 6T., WILTON, 
e4co.,7 712 J 
G. H. BAS 


This pre-holiday advertisement will appear in 

ESQUIRE December 
HOLIDAY 
SPORTS ILLUSTRATED Dec. 7, 1959 


December 


Featuring 451 — Square-toe Weejun, 
antique grain, true moccasin construction. 


Sales Come Naturally 
When You Carry 


G.H. BASS & CO., Dept. BS11, Wilton, Maine, 614 Marbridge Bidg., N. ¥.C.1, N.Y. 





“At Huth-James we know of no soling 
material that is better than neoprene 


a ake a code veecieai. SS bk 


REG. yu. S. pat. OFF 


MR. E. C. HUTH 
President 

HUTH-JAMES SHOE INC. 
Milwaukee, Wisconsin 


The makers of “Float Aways,” a popular 
service shoe for the uniformed market, have 
been using neoprene soles and heels since 
they started in business over 12 years ago. 
Mr. Huth says, “We are convinced that both 
retailers and consumers look for the word 
neoprene on the sole. We always specify neo- 
prene when heavy duty, extra wear, tough- 
ness, oil and acid resistance are wanted.” 


An important segment of Huth-James’ 
market is among mailmen, policemen. serv- 
ice station attendants, bus drivers, conduc- 
tors, guards and pilots...men who need 
tough, comfortable shoes. Mr. Huth con- 
cludes, “The people who buy our shoes 
know the value of neoprene. We think it’s 
one of our most important sales features. 
And because it’s well known and estab- 
lished, neoprene is promotable.” 


Specify neoprene soles and heels for your 
work and safety shoes and put the selling 
power of Du Pont neoprene to work for 
you. You'll find it a profitable sales asset. 
E. I. du Pont de Nemours & Co. (Inc.), 
Elastomer Chemicals Dept. BS-11, Wilming- 
ton 98, Delaware. 


Better Things for Better Living . . . through Chemistry 
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Alfred L. Morse 


(CONTINUED FROM PAGE 49) 


footwear departments into high traffic, general retail oper- 
ations such as discount, department and drug stores and 
super markets. Naturally, not all of these expansion moves 
produce additional and new sales but they comprise one 
of the most important reasons why per capita purchases 
are turning upward. Similarly, the new and effective 
techniques of self-selection which seem to be working so 
well for certain types of footwear and with certain cus- 
tomer groups, all contribute to enlarging our selling 
potential for 1960. 

There are, as we all know, other signs that point to 
big sales for 1960 in the popular price market. In my 
opinion, however, the factors which can be most fruitful 
for both the retailer and the manufacturer to explore and 
exploit are: on one hand, the consumer’s growing desire 
for style at a price; on the other, our ability to give her 
what she wants—and whet her appetite for more! 


Manufacturing News 
(CONTINUED FROM PAGE 89) 

The general good feeling stems from the fact that prices 
remain stable because of the firmness of the leather market 
and the retail shoe business continues to be good. This, 
despite the fact that the effects of the steel strike are 
becoming more stringent every day and the weather is as 
unpredictable as ever. 

Women’s shoe manufacturers report that they have good 
cutting on hand and for the next several weeks. 





SOCIAL CLIMBER 


... getting into the best company 
without half trying, because 
the ‘‘smart” set knows that at 
least one good Kangaroo 
pattern is a profitable item in any 
fine shoe line. Genuine 
Kangaroo is available 
from William Amer Co. 
Surpass Leather Co. 
Ziegel, Eisman Co. 
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THE TOUGHER HIS JOB 
THE MORE HE BABIES HIS FEET 


He has to. His feet are his livelihood. And the life 
of his foot is in the sole of his shoe. That’s why Vul- 
Cork soles are worth more to him. 


They’re important to his job, and his day’s 
comfort is your day’s business. 


Vul-Cork Sole Div., Cambridge Rubber Co., Taneytown, Md., Makers of AGW. 


VUL-CORK & @ 
VULCORK NEOPR 


$0 light, so flexible, so resilient,you can roll them up. . .right in the palm of your hand. 


9 





BABY FEET 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
basic features of foot 
freedom, plus a Good- 
year stitched leather 
midsole for added sta- 
bility. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 
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INSIST 
on 


Wherever — however you use fibre board, meet 
your needs with the specialized products of 
National Shoe Board Conference members. 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 








SAME DAY SERVICE 
ON 


majorette 
boots 


Made to specifications of official 
drill teams and bands. Top 
quality—made on boot lasts. 


5111—Sizes 5!/2-8 .. .$4.00 
5121—Sizes 8!/2-12 . .$4.20 
5122—Sizes 12!/2-3 . .$4.45 
*5323 (Stitch down) 

Sizes 4-9 
*5323 (Littleway) 

Sizes 4-9 
*Sizes 10 


No Service 
Charge for 
Small Orders 


Extra Colored 
Tassels, 25¢ pr. 


BERNED SHOE COMPANY 


207 Essex Street, Boston 11, Massachusetts 
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We'll be pleased to see you 
at P.P.S.S.A....and you'll be 
pleased to see 
Batas 

COMPLETE 1960 LINE 

OF CANVAS, RUBBER AND 


LEATHER SHOES 


Bata’s popular-priced shoes with their smart styling 
will be waiting for your critical eye and confident buy 
at the Popular Price Shoe Show of America in New York. 


BE OUR GUEST TO SEE THE BEST— Bates 
Rooms 348 and 349 

NEW YORK TRADE SHOW BUILDING 

500 8th Avenue 


” We make Basset Shoes... 


People make them popular ! 


Be sure to see the 1960 Bata line of popular-priced 
Canvas, Rubber and Leather Shoes at the P.P.S.S.A, 
in New York, November 29 thru December 3. 


Bata 


SHOE COMPANY, INCORPORATED 
BELCAMP, MARYLAND 





KT 
- NEW SERVUS Fi3-Shus, 


FOR SPRING 


For more sales and satisfied 
panseent customers, stock and sell 
the new Servus line of 
Men’‘s and Women’s Casuals 
— styled to satisfy the 
fashion-conscious customer 
wee of today. Write, wire or 
call for a visit from your 
Servus salesman. He will 


be glad to show you these 


sure-selling, new styles hi: : Loreze 


in a wide variety of 
new colors. 


BALCORD 


ore 
8 


AND CORDUROY FOR 


FALL 


LOFEZE — Fawn, Black, Charcoal, Scarlet and 
Multi-patch. 
BALCORD — Black, White, Scarlet, Fawn, Green 
and Charcoal. 
PEDCORD — Black, Fawn, Scarlet and Green. 
THE 


BOWS vvseee co. 


Main office and factory: Rock island, til. 
Branch office and hy 330 Breodway, N. Y., N. Y. 





PERKY 
T-STRAP 
See the complete line of tennis, casuals and waterproof footwear for men, women and children at 


the P.P.S.S.A., New York Trade Show Bldg., Rooms 434, 435, 437 — November 29 - December 3. 
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THIS MONTH 


Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 

November 

Southwestern Shoe Travelers Assn., Inc., 
Spring Shoe Fair, Adolphus, Baker, 
Statler-Hilton and Southland Hotels, 
Dallas November 

Pennsylvania Shoe Travelers Assn., Inc., 
Spring Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 

November 15-18 

Mid-Continent Shoe Travelers Assn., 
Spring Shoe Show, Biltmore Hotel, 
Oklahoma City, Okla.....November 22-23 

Midwest Shoe Travelers Assn., Spring 
Shoe Market, Palmer House, Chicago 

November 22-25 

Mountain States Shoe Travelers’ Assn., 
Spring Shoe Show, Albany Hotel, 
Denver November 22-25 

Popular Price Shoe Show of America, 
New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, New Yorker and Sheraton- 
Atlantic Hotels and New York Trade 
Show Building..November 29-December 3 


DECEMBER 


National Shoe Fabric Assn., Fall 1960 
Trade Show, Hotel New Yorker, New 
York i } December 15-17 

Allied Shoe Products Show, Fall and 
Winter 1960, New York Trade Show 
Building, New York......December 15-18 

Leather Show, Fall and Winter 1960, 
Tanners' Council of America, Statler 
Hilton Hotel, New York. .December 17-18 


JANUARY 


Empire State Footwear Assn., Inc., An- 
nual Show and Convention, Onon- 
daga Hotel, Syracuse, N. Y. 
January 24-26 


FEBRUARY 


Pennsylvania Shoe Travelers Assn., Inc., 
Summer Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 

February 7-10 

Mid-Season Shoe Fashion Week, aa 
tional Shoe Manufacturers Assn., Na- 
tional Shoe Retailers Assn., National 
Assn. of Shoe Chain Stores and New 
England Shoe and Leather Assn.. 
Waldorf-Astoria Hotel, New York 

February 14-17 


MAY 


North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland Hilton Hotel, 
Cincinnati, O. 





‘Canned’ Slippers on Display 

WASHINGTON, D. C.—“Canned” 
slippers for women and children 
were displayed here at the annual 
meeting of the National Association 
of Food Chains. Tests of “canned” 
clothes have already proven success- 
ful in supermarkets, exhibitors 
pointed out. 
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Letters... 


Open Letter to Shoe Repairmen 
Editor: 


Following is a copy of an open letter 
I am directing to shoe repairmen: 


“T don’t know whether you realize it, 
but you sure have been giving us retail 
guys trouble lately with loose talk to 
your customers. 

“Now, here is my gripe. If you have 
had a bad day and customers come in 
with ‘Gosh-almighty-looking shoes’ to be 
repaired—welting worn off and in such 
shape that they should have been dis- 
carded in the ash can months ago, and 
you don’t want the job of repairing 
them—please don’t ‘hiss and moan’ and 
pass the buck to the retailer because of 
bad fit, or to the manufacturer for put- 
ting paper in his shoes. We have trou- 
bles of our own—so please don’t add 
to them. 

“After all, you know as well as I 
that the great majority of retail men 
are trying to do an honest job in regard 
to quality and good service to customers, 
and we consider ourselves in that class. 
So why all this fuss and fuming and 
blaming everyone in general by shoe 
repairmen because of a small minority 
of dealers handling junk merchandise? 

“Remember this the next time you get 
a rough one in the shop. Put the blame 
where it rightfully belongs. Not with 
all the retailers or manufacturers be- 
cause without their existence you’d have 
no shoes to repair.” 

JOHN STEINER 
VILLAGE BOOTERY, INC. 
ST. PAUL, MINN. 


The Role of Imports: Spain 
Editor: 


Every time shoe manufacturers get 
together to talk about the shoe business 
they eventually wind up talking about 
the problem of foreign shoe imports. 
When is somebody going to do some- 
thing about putting the brakes on the 
increasing volume of imported shoes? 


These fears are not without justifica- 
tion. If anyone just brushes them aside 
without attaching some mighty impor- 
tant reasons for allowing this situation 
to continue, he is doing a grave injustice 
to our country and the shoe industry as 
well. 


Recently I have been assigned to make 
a study of the shoe industry in Spain. 
Now, for the very first time, I am able 
to grasp the full meaning of the shoe 
import program and what it means to 
the peace of the world. Bitter as these 
imports are, they have a very substan- 


tial and worthwhile place in our shoe 
business. 

You need not be an economist to know 
that we are engaged in a very serious 
piece of business with Russia. If Rus- 
sia were a country which could be con- 
tained or one with which we could deal 
within the realm of ordinary business 
relationships, we would be less con- 
cerned with the problem of Spain or 
with the shoe industry. However, the 
United States is deeply concerned with 
keeping the peace of the world. To keep 
us prepared the U. S. entered into agree- 
ments with the Spanish government for 
joint bases on the Spanish mainland. 
One way of keeping the Spanish econ- 
omy safe is to help provide a method 
by which the Spanish people are kept 
in clothing, shoes and food. 


Need American Market 


For all its intensive and exhaustive 
land cultivation, Spain must neverthe- 
less import many of its raw materials 
and products in order to meet the needs 
of its population. The only way the 
Spanish people can possibly pay for 
these imports is by exporting the work 
produced with their hands. In 1958 
Spain sold the U. S. $47 million worth 
of goods while we sold them $188 mil- 
lion worth. This huge imbalance cannot 
long continue. The American market 
is a matter of life and existence with 
Spain, and the Spanish political economy 
is tied inescapably to Spain’s economic 
destiny. America cannot afford to pay 
the price of restrictionism at this time. 

Our interest in the welfare of Spain 
is centered about these points: 

1. Spain exerts a tremendous influ- 
ence for goodwill in all the Spanish- 
speaking countries of the world. 

2. Spain is located in one of the 
four great industrial complexes of the 
world. The U. S. and Canada is one; 
then comes Europe, then the Soviet bloc 
and finally the Asiatic and Japanese 
area. 

3. Our defense agreements with Spain 
are important from a logistic position. 
We have the advantage of saving time, 
personnel and equipment if Spain is on 
our side. 

4. Commercially Spain’s 30 million 
people could be a very good market for 
our products. 

Spanish shoe fashions will become 
more important in the world markets, 
because the Spanish know how to make 
shoes. Spanish shoe manufacturers are 
adapting American-styled lasts in widths 
and half-sizes. American shoe buyers 
will find that to stop and shop in Spain 

(CONTINUED ON NEXT PAGE) 
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BE SURE YOU SEE 


the SHAPE and COLOR 
of THINGS TO COME 


P.P.$.S.A. SHOW 


“Th, HOTEL McALPIN * NEW YORK 
Nov. 29 wis Dec. 3 


EXCEPTIONAL 


Children's Welts by Altschul 


ORIGINAL "NATURE'S OWN" —bosic, true straight last foot- 


wear with unique “Contour Fit" in both normal 
and unexcelled "R-ex" (Thomas Heel) con- 
struction. 


FAMOUS "R-EX" CONSTRUCTION— incomparable built-in 


Altschul support construction crafted on ex- 
clusive Altschul lasts in attractive styles and 
patterns. 


REGULAR CONSTRUCTION FOOTWEAR— newest and 


most accepted styling . . . exclusively Altschul! 


NEW LASTS ... NEW PATTERNS .. . NEWEST STYLING 


101 SHOES ALWAYS IN-STOCK 
FOR SAME DAY SHIPMENT! 


See this most extensive array of top quality 
Children's Welt Footwear! 


BLUCHER SADDLES @ STRAPS @ BAL 
"U" THROAT @ BAL SADDLES... 
in all sizes, widths and colors. 


Be sure to visit us in 

Rooms 579-581, Hotel McAlpin 
. .. see the children’s welts 

that will build better business 
for you in months to come. 
Ask for your FREE Wedge Chart 
. - « valuable in every shoe 
shop and department. 


"IN-STOCK" 

BLACK VELOUR 

BUK “BEE” OXFORD 

Long Arch Supporting Counter ¢ Right and Left 
X-Ray Steel Shank °¢ Stitched ‘'Zephyrlite™ 
Sole * Welted Hee! Seot 

M230: !2'/2-3, B-EEE, Taper Toe 

L230: 5-10, AA-EE, Taper Toe 


uline Alt echul, Que. 


117 GRATTAN STREET - BROOKLYN 37,N Y 


CELEBRATING OVER 60 
YEARS OF FAITHFUL SERVICE 


HY 7-4500 
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will cost them no more, because their 

ticket to Europe allows them to make 

additional stops without additional costs. 
LOUIS G. FEMAN 
AMERICAN EMBASSY 
MADRID, SPAIN 


Some Industry Shortcomings 


Editor: 

You don’t need my “vote of confi- 
dence” after reading your Boot AND 
SuHoe Recorper for over 30 years. En- 
closed is my check for a two-year sub- 
scription. 

I had several interesting talks during 
the Chicago shows with Mr. Terhune Sr. 
[the late Everit B. Terhune, Sr. was the 
Recorper’s publisher and the father of 
the present publisher]. I remember 
over a dozen years ago that I suggested 
to him that the shoe and allied industry 
should have a fund to promote shoes 
nationally through radio, television, 
magazines and newspapers; to do a good 
job on research that would help in more 
sales and more intelligent buying which 
could result in better profit and less 
markdown. The industry is still back- 
ward in this regard compared to other 
national companies. 

Another thing I recently mentioned is 
that there are still many, many shoes 
that do not fit, and this too needs a great 
deal of research and improvement in 
lasts, etc. 

One more of my recent questions is 
the manner of packaging in which, I 
think, the industry is also behind the 
times. It’s about time that we came out 
with an interesting shoe box that could 
perhaps be used for something useful 
for the woman or child. And last but 
not least, we are badly in need of a uni- 
form size box instead of a dozen differ- 
ent sizes that make the stock look like 
a zigzag puzzle. 

ED BRONSON 
CELE SHOE SALON 
VERO BEACH, FLA. 


‘Concise and Straightforward’ 


Editor: 

We have very much enjoyed Bill 
Rossi’s articles on shoes and shoemak- 
ing (“What’s in a Shoe and How to 
Sell It”) and agree that this has been 
a most outstanding and _ informative 
series. 

We think highly of any educational 
material that is good for industry as a 
whole, and the Boot anp SHOE Re- 
CORDER is to be congratulated on pre- 
senting this material in such a concise 
and straightforward manner. 

W. W. GALLAHER 
VICE-PRESIDENT, SALES 
FOOT-SO-PORT SHOE COMPANY 
OCONOMOWOC, WIS. 
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.. S%alesmen on the Road 





by BERNICE S. DECKER 


Convention: A Summing Up 


WE'VE pretty well covered impor- 
tant news of the 49th NSTA conven- 
tion in the RECORDER’S pages. But 
we'd like to give a little time to 
summing up. 

It was a well attended, brisk, busi- 
ness-like convention. It was over be- 
fore 2:30 on Friday, the earliest in 
the memory of this reporter, who 
has sat through a good many over 
the years. That’s a tribute to the 
officers, who had prepared a good 
agenda and kept the meeting in 
order. There was time for socializ- 
ing too—a pleasant luncheon and a 
well attended banquet on Thursday. 

e e e 

REGIONAL reports indicated an 
increasing emphasis on a serious ap- 
proach to shoe shows and other affili- 
ate activities. Mountain States is 
inaugurating a fashion clinic at the 
November show, and continuing its 
“Retailer of the Year” award. 

West Coast staged two daily style 
reviews at its recent show and picked 
the outstanding buyer and salesman 
of the year. West Coast, incidentally, 
has taped its retail sales training 
program and made the tapes and 
other material available to other as- 
sociations. These are suggested for 
use at regional shows. 

Pacific Northwest is also institut- 
ing educational programs. South- 
eastern is looking forward to early 
opening of the Atlanta Merchandise 
Mart, which will provide two full 
floors for trade shows. This means 
future shoe shows will be under one 
roof instead of scattered between 
four hotels. 

Southwest continues to dominate 
in membership, with a total of 742, 
of whom 314 are enrolled in the 
Benevolent Auxiliary. West Coast is 
next with 513 total membership. 

A number of buyers’ guides are in 
production—by Midwest, Southeast- 
ern and Southwest, to name a few. 

Local associations have lent help- 
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ing hands to retailers. Ohio has 
helped form a state retailers’ asso- 
ciation and also alerted retailers to a 
bill introduced in the State Legisla- 
ture by state chiropodists. West 
Coast helped Los Angeles retailers 
increase their membership. 


O. B. Heaton, NSTA membership chair- 
man, presents trophies for greatest per- 
centage increase in membership during 
1959 to Joseph Harris (center), repre- 
senting Pennsylvania, the winner, and 
Keith McCarthy of Northwest, runner-up. 


Noted Here and There .. . 


TWO well known, regular dele- 
gates were unable at the last mo- 
ment to attend the NSTA conven- 
tion. John R. Thompson of Boston 
was detained at home by an ankle 
injury. R. E. Schuster, executive- 
secretary of Mountain States, was 
reported to be safely recuperating 
from a recent heart attack. 


Frank Brown, official delegate 
from Indiana, has missed few con- 
ventions since 1925. A past presi- 
dent of Indiana, he currently rep- 
resents Leverenz Shoe Company. 
He started traveling for Hamilton 
Breen Shoe Company in 1916, and 
over the years represented St. Louis 
Shoe Manufacturing Company, In- 
ternational Shoe Company and 
Daly Brown, Marion Shoe division, 
until 1945 when he joined Leverenz. 


Bob Newell, Chicago area repre- 
sentative for Nunn-Bush Shoe Com- 
pany, “made” the Chicago “Daily 
News” with his picture recently. It 
was keyed to a news announcement 
of the opening of a special depart- 
ment for men with large shoe sizes 


Send contributions to: Mrs. Bernice S. Decker, Salesm 
on the Road Dept., 228 Cr d Blvd., E ’ 
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at Karoll’s, Chicago men’s clothing 
chain. Bob, who incidentally is a 
7C man, was quoted on current shoe 
styles. 


Fashion on the Road 


SHOE travelers are urged to be 
fashion plates when calling on 
customers. The recommendation 
comes in the most recent cor- 
respondence lesson in “Operational 
Know-How” presented by Indepen- 
dent Shoemen. 

Shoe salesmen are urged to cash 
in on “positive selling” through the 
proper exposure of their own ward- 
robes. The American salesman is 
perhaps the best dressed of any 
single occupational class in the 
country, I.S. points out. Therefore, 
the shoe salesman in particular can 
supply helpful hints to his retail 
customers that shoes make the dif- 
ference. 

“If the traveler through casual or 
direct appeal lets his retail customer 
know why he is wearing certain 
footwear and explains the function, 
he will soon find his retailer’s own 
dress being toned up and his 
message being conveyed to the man 
on the fitting stool,” the lesson 
states. And the man at the fitting 
stool, says the lesson, will be found 
passing on the information to the 
consumer. As a result more shoes 
will be sold. ‘ 


Photos Instead of Shoes 


TRUE COLOR shoe photographs, 
almost life-size, are being carried by 
sales representatives of Buskens 
division, B G S Shoe Corporation, 
Manchester, N. H. Under the plan, 
salesmen carry one shoe of each 
pattern, plus individual photographs 
of all colors available for that pat- 
tern. The pictures are laminated for 
protection and, company spokesmen 
say, will hold up better, stay neater 
and be salesworthy longer than 
actual shoes. 

The photographs can be hooked 
on to a clear plastic “tree.” With one 
shoe at its base, this becomes a full 
presentation for a pattern in small- 
est possible space. A patent is 
pending on the innovation. 
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Seattle Fair Sets Attendance Marks 


Record numbers of exhibitors and 
buyers were present at the Pacific 
Northwest spring show. Pastels 
led for women, and the Conti- 
nental look for men. 


SEATTLE — The Pacific North- 
west Shoe Travelers, who sponsor 
one of the country’s fastest-growing 
shows of footwear, reported both 
a record number of exhibitors (over 
175) and a record number of buy- 
ers (600) at their spring show, No- 
vember 1-3. 

In women’s shoes the word was 
pastels, with bone leading as a com- 
bination with vinyl. In men’s styles 
it was the Continental look. And 
with children’s shoes the usual basics 
gave way to wider style buying. 

The sling pump and the open shoe 
had come into their own here. Some 
buyers preferred the sling cut to 
its own last. One exhibitor said open 
shoes were accounting for about 
20 per cent of his business. 

The unlined shoe was being shown 
and accepted. Among unlined styles 
the spectator was being purchased 
for the first time since the chemise 
put in its appearance. 


Versatility in Bone 


As for bone it was felt that smart 
buyers could go all the way from 
straws to walkers, to street shoes, 
to dressy shoes and not go wrong. 
Patent, No. 1 in sales, “could start 
selling in December with bone fol- 
lowing in February and pastels later 
in the spring,” one buyer said. 
Navy was also popular. 

Detailed vamps were important, 
with bows something more than just 
a trim. However, the plain opera 
pump in mid and high-heels was 
holding as a basic. Cushioning was 
selling in all heights. 

Gold was a new note in high-fash- 
ion shoes. It was used in restraint, 
such as nail-head trim or a gold 
stripe on the toe, as well as more 
lavishly in cut-out design across the 
toe. 

Straw under glass in open shoes 
was growing in demand in many lines 
along with nylon mesh in a variety 
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of treatments from dressy pumps 
and halter styles in dark colors to 
pastel ties. A new elasticized raffia 
was taking hold very well. Leather 
collars on these types were popular. 

In heel heights 18/8’s and 24/8’s 
were listed on many orders and 
stacked heels from 9/8’s up were 
seen. Wedges had grown in demand 
from previous seasons. Also men- 
tioned were the continuing impor- 
tance of ties all the way from two- 
eyelet elasticized types in flat heels 
to high-heeled meshes; ribbed soles, 
and sandals in innovations from the 
traditional styles. 


Style Variety for Children 


In the children’s lines, which used 
to be summed up here in bluchers, 
two-buckle sandals and the like, one 
exhibitor expressed the opinion that 
any such statement was out of date. 
Across the board in style is the 
swing in children’s shoes. 

T-straps in bright colors with nar- 
rower straps, velvet convertibles in 
blue and black and with vinyl inserts 
were sought after. The young trade 
is definitely more _ style-conscious 
than before. 

In girls’ lines soap and water sad- 
dles, and black and white, were still 
going, while inroads were being 
made on the lancer with the elastic- 
ized side tie and other innovations. 
Flats were still in demand in black 
with bows. Straws were also noted. 
Pastels could account for about 20 
per cent: with white as No. 1, then 
bone, yellow and green, followed by 
pink and blue. 

Strap sandals for girls, as in wo- 
men’s lines, were colorful in straws 
and leathers designed in multi- 
colored straps. 


The Continental look prevailed for 
men in higher-priced lines while 
more moderate-priced lines claimed 
good sales with crepe, the Ripple 
Sole and the comfort-type shoe in 
this workingman’s part of the coun- 
try. As in women’s and children’s 
lines, the men were going for colors. 
Loden green was being accepted in 
most lines, following natural. Red, 

(CONTINUED ON PAGE 110) 


Indianapolis’ Marott Stores 
Start Expansion Beyond City 


INDIANAPOLIS, IND. — Marott 
Shoe Stores, which operates five 
units in this city, has bought the 
Sauters Shoe Store in Anderson, 
Ind., as the start of a long-range 
expansion program. 

Marking the Anderson store’s re- 
organization was a 33-hour “mara- 
thon sale.” Between 1 a.m. and 5:30 
a.m. on a Saturday, the store sold 57 
pairs of shoes. Some new stock had 
been added for the reopening. 

The Marott group operates its 
main store (established 1884) in the 
downtown Indianapolis business sec- 
tion plus branches in the northern, 
southern, eastern and western sec- 
tions of the city. Rather than 
saturate the local area, the firm 
plans to enlarge its market by mov- 
ing into nearby county seat towns. 
Marott officials intend to buy estab- 
lished stores and also to open units 
in progressive shopping centers as 
they are built. 

Virgil H. Gebauer is president 
and general manager of Marott’s. 


Self-Service and Standard 
Operation Combined by Saks 

HOUSTON—Two stores in one— 
a_ self-service operation and a 
standard operation — make up the 
unit opened by the Saks family 
shoe stores in the Bellaire Shop- 
ping Center here. 

The new store, fourth for Saks, 
occupies 10,000 square feet of floor 
space. A visible divider separates 
the self-service area of 3500 square 
feet from the other, larger side. 
Managing the new store is William 
Baum. Store owners are Irving 
Glick and Manuel Mendolvitz. 


Midwest Spring Market Set 

CHICAGO—The annual Midwest 
Spring Shoe Market will be staged 
by the Midwest Shoe Travelers, No- 
vember 22 to 25 at the Palmer 
House here. A wide representation 
of lines by exhibitors is planned. 
There will be a brunch for retailers 
on Sunday, November 22, from 
9:30 to noon. A number of prizes 
will be awarded for retailers who 
register. 
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: We Offer Quality ‘Jébe, Cancellations 
and Closeouts in Branded Footwear to 
Our prices on fine shoes, 


cance | | re | ti rola bought direct from the best known 
a alot Mitel a-TemelahZ-talatcmelate| makers are in line with our 
J 


. nationwide reputation 
shoe promotion buyers 
for values! Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 
“While in Town See Weil’ 
1215 Washington Ave, Saint Louis 3, Mo 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You Set Up a Profitable Operation 
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Chandler’s Plans Big Salon Independent Shoemen Officers Re-Elected for 1960 
On Chicago’s State Street 


ST. LOUIS—The Chandler’s chain 
will open one of its largest salons 
next spring on Chicago’s busy State 
Street, in the block between the 
Marshall Field & Company and Car- 
son Pirie Scott department stores. 


Chandler’s, which sells women’s 
high-fashion French Room shoes, has 
leased half the State Street frontage 
of a new building being erected at 
State and Washington Sts. Keith 
Kepley, vice-president of the real 
estate department of Edison Broth- 
ers Stores, Inc., said the location was 
shown by a traffic count to be one 
of the nation’s busiest areas. Edison 
Brothers is the parent firm of 
Chandler’s. 


The new unit will have a two- 
story-high facade and a _ 50-foot 
frontage on State Street. Its depth x 
will be 120 feet, and the rear half esis 
f th ill i i Independent Shoemen officers who served during 1959 continue in office next year. 
= my pay og ager me = wee Re-elected at annual meeting in Chicago were (seated, left to right): James Rick, 
i eet. ere wil € a meZ- president, and Frank T. Underhill, executive director, and (standing, from left): 
zanine. Les Hafemeister, vice-president, manufacturing division; Jack DeWitt, secretary; 
At present there are 75 Chandler’s Francis Ryan, treasurer; Mead McCain, Jr., vice-president, retail; and Jack Hart, 


‘ Pap director-at-large. Not shown are Frank Homan, vice-president, travelers; George 
stores in 58 cities. Mason, VP, wholesale, and Carl Sher, VP, allied. 
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Training Program Pays at Cutter-Karcher 


ST. LOUIS—In line with company 
policy of promoting from within the 
ranks, Cutter-Karcher Shoe Com- 
pany here has recently singled out 
seven young men to receive special 
training toward careers in manag- 
ing, merchandising and buying. 

According to Ed Karcher and Ed 
Fontana, women’s shoe buyer for 
the firm, this training program has 
paid dividends in successful person- 
nel advancement. 

The seven men recently selected 
were chosen from a field of 280 on 
the basis of salesmanship, personal- 
ity, appearance and aptitude. They 
were brought to Cutter-Karcher’s 
home office, where they heard de- 
tailed lectures on fashion forecast- 
ing, advertising, record keeping, 
window trimming, salesmanship, 
traffic, buying and merchandising 
al! categories of footwear, and re- 
lated topics. 

A tour of downtown St. Louis 
stores was part of the study on shop- 
ping competition. 

Cutter-Karcher 


operates leased 


departments for men’s, women’s and 
children’s shoes in a region from 
Phoenix, Ariz., to Norfolk, Va., and 
from Beaumont, Tex. to Pontiac, 
Mich. Six new departments were 
added in 1959, bringing the total to 
52. The company has grown from a 
modest beginning in 1945 to a $5.5 
million concern. Size of the firm has 
doubled in the last four and a half 
years, and expansion is planned. 

According to Mr. Fontana, the 
policy of encouraging young men 
to achievement by bringing them up 
through company ranks for special 
attention and training is repeated 
every six months, 

Most recent roster for the train- 
ing class includes Caroll Guffey, 
from Sterling Stores, Inc., Little 
Rock, Ark.; Marvin Mizes, Golde’s, 
Maplewood, Mo.; Dale LEilenstein, 
Frank’s, Chicago; Bert Goldstein, 
Ollswang’s, Elmhurst, MIIl.; Bob 
Roth, Levy’s, Louisville, Ky.; Jim 
King, Myers Brothers, Springfield, 
Ill., and Mike Sellers, Fine Brothers, 
Laurel, Miss. 


Florida Chain to Make 75% 
Of Spring Buys at PPSSA 


NEW YORK—A 25-store Florida 
chain plans to buy—not just sam- 
ple—75 per cent of its spring and 
summer stock at the Popular Price 
Shoe Show, according to show of- 
ficials. The chain’s buying plans 
reportedly came to light in a survey 
by PPSSA of how various types of 
retailers use the show. 

The chain is the Goody Shoe 
Stores, a highway operation stretch- 
ing from Homestead to Daytona. 
The firm has expanded from 18 to 
25 units in the past year, plans 
further growth in 1960. According 
to Sam Stadlin, vice-president and 
general manager, “Highway stores 
are family stores, and as family 
stores our needs are ideally served 
by PPSSA.” 

Responding to the survey, Mr. 
Stadlin said he considered this 
year’s show important “because it 
will exhibit so many styles and con- 
struction innovations in casual 
shoes for men, women and chil- 
dren.” In Florida, he pointed out, 
these shoes fit the informal living 
pattern of shoe shoppers, and thus 
are key merchandise. 





Podiatrist Finds His Field eset Abrows 


NEW YORK — Wherever Podia- 
trist Marvin W. Shapiro looked dur- 
ing a recent European trip, he drew 


one inescapable conclusion: the 
human foot is medicine’s “neglected 
entity.” Dr. Shapiro, one of the 
country’s top foot specialists, found 
American-style podiatry “non-ex- 
istent” in England, France and the 
Soviet Union. But he also found 
hope. 

Said the president of the Ameri- 
can Podiatry Association on his re- 
turn home, “The Europeans are 
aware of the lack of such special- 
ization. They are interested in do- 
ing something about it.” 

Dr. Shapiro toured medical cen- 
ters in the three countries as part 
of the “People to People Exchange 
Program” encouraged by the State 
Department and praised by Presi- 
dent Eisenhower. In what the 
President once called “person-to- 
person diplomacy,” Dr. Shapiro 
visited hospitals and clinics, includ- 
ing those concentrating on ortho- 
pedics. He watched leg and foot 
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Dr. N. N. Priorov (left), Dean of Ortho- 
pedic Surgery in U.S.S.R., welcomes Dr. 
Marvin Shapiro, president of American 
Podiatry Association, upon his arrival at 
the Central Institute-Hospital for Trau- 
matology and Orthopedics. This institu- 
tion serves as a major orthopedic center 
in the Soviet Union. 
operations and addressed doctors, 
surgeons and technicians. He found 
these people avid for information 
about American medicine and sur- 
gery, particularly about the podia- 
trist’s function. 


Now, at the request of the Soviet 


Health Minister, Dr. Shapiro and 
his association plan to forward to 
Russia all available data about the 
podiatry field in the U. S.: journals, 
facts on hospital procedure, films 
and the like. 

“Speaking of films,” reported Dr. 
Shapiro, “the Russians were par- 
ticularly interested in a new film- 
strip, ‘Little Johnny Sorefoot.’ This 
has been released to 60,000 elemen- 
tary schools in this country.” The 
cartoon strip was produced by the 
Audio-Visual Council of the Ameri- 
can Podiatry Association on a grant 
from the Foot-So-Port Shoe Com- 
pany and G. E. Musebeck, Ocono- 
mowoc, Wis. 

To Russia will go copies of the 
film—which aims to convince young- 
sters of grades 1 to 3 of the im- 
portance of foot care. 

Dr. Shapiro also invited Russian 
doctors and technicians to come to 
the U. S. for the First International 
Conference on Foot Health. It will 
be held in August 1962 in Washing- 
ton, D. C., during the 50th annual 
meeting of the American Podiatry 
Association. 
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Delman Showing Nets 
Extra-Pairage Sales 


DENVER—A “phenomenal” re- 
sponse was reported at a two-day 
special showing of the Delman de- 
signer collection of winter, holiday 
and resort wear in the Forecast 
Shoe Salon of May-D&F Store here. 

Rube Adler, president of Delman, 
and Robert Corelitz, Beverly Hills, 
Calif., factory representative and 
shop manager, personally took spe- 
cial orders and showed the collec- 
tion. The unusual aspect of the 
showing lay in the fact that most 
women ordered an average of two 
and three pairs, ranging from $39 
to $50 a pair. 

“Most women have accepted 
closed pumps as the shoes to wear,” 
both visitors said. “Tapered toes 
with more room than formerly are 
very important; oval toes are fairly 
limited. Heels in our new plateau 
last are high but more perpendicu- 
lar, providing straighter balance. 
This last is equally graceful in day- 
time and evening shoes in suedes, 
calfskin, alligator, satins or bro- 
cades. Stacked heels are very im- 
portant but in soft, light unlined 
types, especially in unlined suedes.” 

For spring? Mr. Adler said, 
“Patent leathers, definitely. Whi- 
tened colors will be very important 
from early spring through summer.” 

Colors will be clearer, not muted, 
he added, and even pastels—pink, 
blue, beige—will be whitened. From 
resort wear into late summer, white 
will be more important than ever. 

Most popular in the show here 
were satins, brown with bronze 
Pave stones cascading in a collar 
from the heel to the tip; black, un- 
lined alligator pumps with 18/8 
heels and tapered toes; black calf 
and black suede pumps with double 
wedding band of gunmetal mar- 
casite; walled-toe alligator pumps 
with Florentine brushed gold band 
ornaments; graphite calf suit pumps 
with cut steel stones trimming the 
vamp; topaz satin holiday pumps 
with heels paved with rhinestones, 
and evening slippers in silks and 
satins, ranging from red, hot pink 
and lime to blue topaz and green, 
all with rhinestones, brilliants and 
metallic stones. 

Only interest in open shoes was 
in a few evening-wear numbers in 
gold jeweled kid. 
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‘Sole of Fame’ Shoe Museum Is Esquire Head’s Goal 


NEW YORK—A museum for his- 
tory-making footwear is the newest 
project of Irving J. Bottner, dy- 
namic president of Knomark Inc. 
He’ll call it the “Sole of Fame.” 

Into his museum Mr. Bottner 
hopes to place shoes that celebrities 
have worn during headline-making 
events — as well as shoes which 
have gained some distinction on 
their own. Among the footwear 
sought are: 

The baby shoes of U. S. Presi- 


dents; the spikes worn by Roger 
Bannister when he ran the first 
four-minute mile; the worn shoes 
of Adlai Stevenson (complete with 
hole in the sole) which were photo- 
graphed during his 1952 campaign. 

Mr. Bottner will pay “hand- 
some sums’’ to anybody submitting 
shoes which are accepted for the 
museum. Before the shoes go on 
permanent exhibit, the company 
plans to display them in leading 
U. S. stores as a promotion. 





Simple... Quick 
Safe... Accurate! 


Money 
Back 
Guarantee 
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SPECIAL INTRODUCTORY OFFER 


SEE the “GROW-ROOM” 


without X-ray 


with new VISUMETER’ 


for Baby Shoe Size 6 
thru Misses Size 3 
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See “GROW-ROOM” 


New, accurate VISUMETER allows both shoe-fitter and customer actually 
to see toe-room, yet gives visual proof of correct fit mechanically. Compact, 
lightweight VISUMETER operates like a scientific gauge. Five simple steps 
. »- (1) insert VISUMETER in shoe, (2) release lock allowing VISUMETER 
to full length of shoe inside, (3) tighten lock to maintain accurate inside- 
length measure, (4) remove VISUMETER from shoe, (5) hold VISUMETER 
against foot to compare length accurately with inside measure of shoe. You 
and your customer actually see the “‘grow-room” in the shoe being fitted. 
Increase customer confidence with accurate fittings. Promote sales with 
available newspaper mats, window cards, etc. Regular price of VISUMETER 
—$12.50. Yours for only $10 each, including postage, if you act now. If not 
satisfied, return within 30 days and your money will be refunded. 


THE LUDWIG CO. 


5845 HAMILTON AVE. 
CINCINNATI 24, OHIO 





Snellenburgs of Philadelphia 


Adds to Ist-Floor Department | 

PHILADELPHIA—Snellenburg’s | 
department store has expanded its | 
first-floor shoe area to compete with | 
nearby chains in budget fashion | 


heels. Previously limited largely 
to flats and other casuals under $6, 
the department is now offering 
fashion types up to $8.99. 
Snellenburg’s is 
cated in downtown Philadelphia, a 
highly competitive location where 
department stores, independents 
and growing numbers of chains vie 
for patronage. Department floor 
space has been expanded by 1500 
square feet to a total of 4500 square 
feet. Stock space was provided for 
18,000 pairs, an increase of 6000. 


Perhaps the most valuable addi- 
tions to the merchandising area 
are a window and an entrance. The 
entrance brings traffic directly into 
the department. 

The operating force was _ ex- 
panded by two persons and now 
totals eight. Murray Snyder is 
merchandise manager and Ray- 
mond Sessa is buyer. 


centrally lo- | 

















$12,500,000 


Endicott Johnson Corporation 
552% Promissory Notes due to April 1, 1979 


We acted for the company in the arranging 
of this financing privately. 


Goldman, Sachs & Co. 


NEW YORK BOSTON CHICAGO PHILADELPHIA ST. LOUIS 


ALBANY BALTIMORE BUFFALO DETROIT 


October 29, 1959. 
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WINCHELL 
KIDS 


Here's proven sales appeal. . . 


popular prices . . . business- 
building wear and value. Don't 
gamble? Stock the kids you 
know will sell. . . WINCHELL 
KIDS . . . with easy comfort 
in every pair. 


RETAIL 


$9.95 


WINCHELL SHOE MFG. CO. NATICK, MASS. 
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Public Attitude on Footwear 
Has Changed, Gessner Says 


NEW YORK — The new board 
chairman of the National Shoe 
Institute, Harold Gessner, said in 
his first official statement that 1959 
will be the shoe industry’s best year 
—but that he expects next year to 
top it “not only in production figures 
but in advertising and promotion as 
well.” 

Mr. Gessner, president of 
Oomphies, Inc. and La Marquise 
Footwear, said this year’s total out- 
put will exceed 630 million pairs. 

“The public’s attitude toward 
shoes has changed,” he declared. “To 
an increasing extent, shoes have 
become a focus of fashion, not 
merely an accessory. Men as well as 
women are interested in style trends 
in footwear.” 

In illustration Mr. Gessner said, 
“Men who once were happy to wear 
their winter brogues through the 
summer took up casual slipons this 
year.” 


‘210’ at Boston Nominates 
1960 Officers and Directors 


BOSTON — Nominations of of- 
ficers and directors for 1960 have 
been reported by the nominating 
committee of The 210 Associates, 
Inc. The full slate will be acted on 
at the association’s annual meeting, 
Wednesday evening, December 9, at 
the Statler Hilten Hotel here. 

The slate includes Wendell Bauck- 
man, president; Herbert Schiff, Gil 
Freeman, William Hickey, Raymond 
Ryan and Sidney Spiegel, vice-pres- 
idents; George Shapiro, treasurer; 
Mortimer Weiss, assistant trea- 
surer, and Milton Goldberg, secre- 
tary. 

Directors nominated to serve for 
three years are Henry Clayman, 
Urban Dacier, Joseph Bloom, David 
Borkum, Herman Haskell, Abraham 
Isenberg, Irwin Katz, Percy Burton, 
Ted Porosky and Bernard Shapiro. 
Also, Phil Shir has been named as 
a director to serve for two years; 
and Joseph Settino as a director for 
a one-year term. Nominated for 
trustee for the permanent fund for 
a three-year term is Frank S&S. 
Shapiro. 

The nominating committee con- 
sists of Harry Bass, chairman; Louis 
Salvage, Gordon Scott, Sr., George 
Shapiro and Paul Kleven. 
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Chain Expands in Minnesota 


MINNEAPOLIS, MINN. — Five 
stores are being built in the Min- 
neapolis-St. Paul area for Hill 
Brothers Distributors, Inc.,  self- 
service shoe chain based in Kansas 
City, Mo. Clifford S. Hill, president, 
said January openings are planned. 

Another store is under construc- 
tion in Duluth, Minn. It too is slated 
to open by January. 


The fast-growing Crown Self- 
Service Stores chain, a supermar- 
ket-style operation, has added its 


21st unit and will open its 22nd on 
November 19. One is in Chicago at 
1784 W. Chicago Ave.; No. 22 is 
in Danville, II. 


Wohl Adds Departments 


DES MOINES, IA.—Wohl Shoe 
Company of St. Louis has leased 
the women’s and men’s shoe de- 
partments at Younkers Department 
Store, effective November 15. The 
company already has been operat- 
ing the basement, fashion street 
and French Room shoe departments 
at Younkers for several years. 
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SAY “HELLO” TO US... 
You'll Say “GOOD BUYS" 
After You Leave! 


No matter how small the store 
nor how big a super-operation 
it is, buyers compliment them- 
selves after visits to BARIS. 
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© What's New 
Rule-Like Instrument 
Developed for Fitting 


CINCINNATI, O.—Shoe retailer 
John Ludwig has found a substitute 
for the often-banned X-ray fluoro- 
scope in a mechanical shoe-fitting in- 
strument he calls the Visu-Meter. 

Designed like a caliper rule, the 
device has a spring-operated sliding 
part which fits into a casing. When 
the Visu-Meter is inserted into a 


shoe being fitted, one end of the in- 
strument is pushed against the toe, 
the other against the heel. They 
lock in place and the instrument, 
like a gauge, gives the inside length 
of the shoe—which is then compared 
with the length of the foot. The 
comparison may be made while the 
customer is either sitting or stand- 
ing. 

Since most shoes have hard toe- 
boxes, Mr. Ludwig explains, this vis- 
ual method of length comparison 
helps the fitter determine proper 





TBC service is tailored to provide 
the working capital any qualified client 
needs, without increased borrowing, diluting 
profits or interfering with management. 


Mest effective for manufacturers with 
$500,000 or more annual sales. 


Write for our free booklet “How to get 
the cash to keep your business going”. 


all 





John Ludwig's Visu-Meter 


shoe length and eliminates much of 
the uncertainty involved. 

In addition to the length scale, 
the Visu-Meter has two other scales. 
One is to measure the inside length 
of one shoe compared to another; 
the other, to determine proper heel- 
to-ball fit. 

At present the device is made only 
in a children’s model, but an adult 
model has reached the engineering 
stage. 

Mr. Ludwig’s invention resulted 
from a meeting conducted two years 
ago by Cincinnati health officials to 
warn of the dangers of X-ray fitting. 
Experiments in Ludwig’s_ three 
stores and in other prominent U. 8. 
shoe stores helped develop the in- 
strument. The Hamilton Die Cast 
Company is producing the Visu- 
Meter for Ludwig’s. 

Visu-Meter has been accepted by 
a number of well known stores in 
major cities, according to Mr. Lud- 
wig, a 25-year veteran of shoe re- 
tailing. 


Shoe Trees by O. A. Miller 
Marketed in Gift Package 
PLYMOUTH, N. H.—A new type 
of shoe tree designed and packaged 
for seasonal gift selling, is being 
marketed by O. A. Miller Company 
here, a division of United Shoe Ma- 


chinery Corporation. The product 
is called the “‘Pro’s Pal.” 

The trees are finished in a bright 
crimson red to contrast with the 
green and buff package. To create 
a sporty keynote, golf balls are 
fastened in place of the usual back 
knobs. But the manufacturer em- 


“Pro's Pal" shoe trees are packaged to 
spur seasonal gift sales. 
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phasizes that the shoe trees are an 
all-year item and can be used in 
street shoes as well as sports foot- 
wear. 

Men’s models are being offered 
for immediate shipment, women’s 


models for shipment within three 
days. 





For Dress or Service 


"Dancer" pattern of The Yankee Shoe- 
makers (Newmarket, N. H.) is typical 
of the new look for spring .. . for both 
the Little Yankee sizes 122-3 and the 
Debuteen line. Flexibility, design and a 
wide range of colors makes it adapta- 
ble as both dress and service shoe. 
Elasticized accordion treatment of the 
strap adds to the interest. 


Textured Nylon Laces Said 
To Stay Tied, Last Longer 


WILMINGTON, DEL.—A new 
texturing process promises nylon 
shoe laces that will last longer and 
won’t become untied, the Du Pont 
Company claims. 

The laces will be introduced this 
fall by Lincoln Lace & Braid Com- 
pany, Providence, R. I., following de- 
velopment work started there a year 
ago. Laces will be offered for both 
original and replacement use in 
men’s, women’s and children’s shoes. 
Initially black, white and two shades 
of brown are to be marketed. Ac- 
cording to a Du Pont spokesman, 
the suggested retail price will be 
“about the same as for ordinary 
laces.” 

The new development reportedly 
came about after Du Pont engineers 
employed in the lace business the 
process used for producing “Taslan” 
textured yarns. Previously, the com- 
pany acknowledged, nylon laces were 
slippery and often came untied. 

In the new process, the nylon 
yarn is exposed to a jet of air under 
high pressure. This air turbulence 
adds bulk and alters the texture, 


thus removing slipperiness. 

The “non-slip” laces are said to 
retain nylon’s high strength and 
abrasion resistance besides offering 
added elasticity and, consequently, 
greater comfort. 





One-Piece Plastic Boot 


New plastic boot for rain, sleet and 
snow. Both smart and practical, it is 
molded all in one piece, will not “freeze 
crack" and has spike-proof heel. The 
silver elasticized yarn front fasteners 
are both functional and decorative. A 
Drizzle Boot by Principle Plastics, Gar- 
dena, Calif. 
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wee ’ Your customers will ask for 


All Popular Constructions 
CHILDREN’S TIGHTS 
Full Fashioned 
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Seamless Run-Resist 
“‘Ivy-League”’ Stripes 
WOMEN’S SIZES in same 
constructions as above 
LEOTARDS 

for Children 
for Women 


© All Prices are Retail 
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$3.50 quality! 


$3.95 


LEOTARDS + TRUNKS 
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stretch nylon 


Best sellers everywhere! Stores get terrific 
response when they feature Danskins—the 
name consumers recognize for finest 


Tights and Leotards, knit-for-perfect-fit in 


20 fashion colors, to wear matched or mixed. 


from $3.50 
from $4.50 


+ Your customers will see DANSKINS colorful advertising in 


* Immediate factory delivery 
* Order direct © Write for 
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Inside Applicator for Esquire 


NEW YORK — Knomark, Inc., 
is featuring a built-in plastic appli- 
cator with its Esquire Scuff Kote in 
brown and black for children’s 
smooth leather shoes. Previously, 
since the product’s introduction in 
1951, the bottle was capped and the 
applicator was on the side. 


Reinforced Lift Protectors 
NEW YORK—Metal-reinforced 
“Axrite” lift protectors in sizes 0 to 
5 are being supplied to shoe retail- 
ers for sale as an accessory item by 


S. Axelrod Company, shoe trim- 
mings firm. The lift protectors, 
blister-packed and fastened to a dis- 
play card, are available in black and 
crystal. A display stand is supplied 
with each initial six-dozen order. 


e Trade Literature 


LIA Report to Producers 


A REPORT to shoe manufacturers 
on the widening scope of publicity in 
the nation’s press for all categories 
of shoes has been issued by Leather 
Industries of America. 

The report, a large (17 x 11 





fast selling — perfect fitting 
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THE SERVUS RUBBER COMPANY Main 
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Branch office and warehouse: 330 Broadway, N. Y., N.Y 


See the complete line of tennis, casvals and waterproof footwear for men, women and children 
at the P.P.S.S.A., New York Trade Show Bidg., Rooms 434, 435, 437—November 29-December 3. 
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Transparent Plastics Company 


office and factory: Rock Island, III 


Available in red, brown, 
white and black . . . in 
Growing Girls, Teens and 
Tots sizes. 

Rain Queens 

Molded, one-piece in Clear 
and Smoke, in popular 
flat-heel style. 

Tri-Buckle 

A sturdy, one-piece plastic 
boot available in Men’s 


Boys’ and Youths’ sizes. . 


— xT 


Springfield, Mass. | 
/ 





inches) 20-page portfolio, contains a 
cross-section of LIA-prepared arti- 
cles and pictures which have ap- 
peared in the women’s pages of the 
daily press, Sunday supplements and 
nationally syndicated columns. 

In a letter to shoe manufacturers 
on the cover of the portfolio, H. 
Sherman Howes, Jr., president of 
LIA, says the LIA publicity cam- 
paign has benefited the entire shoe 
industry by sparking “consumer in- 
terest in the new patterns and mod- 
els you introduce every season.” 

The report traces various cam- 
paigns to pre-sell new shoe styles. It 
points out that the campaign to pro- 
mote boots for women and children 
was launched two years ago by LIA 
and built up to a climax this fall 
with a deluge of newspaper stories. 

Another section presents a sam- 
pling of stories and photographs sup- 
porting the “Give a Shoe as a Gift” 
promotion launched by LIA last 
Christmas. 

Copies of the report are avail- 
able from: Mel Salzman, director, 
Leather Industries of America, 411 
Fifth Ave., New York 16. 


Wedge Sketchbook by Wilner 


COPIES of a “Portfolio of Wedge 
Promotional Sketches” are being of- 
fered free to shoe retailers by Wil- 
ner Wood Products Company, Nor- 
way, Me. The sketchbook consists 
of eight easily-reproduced black and 
white drawings, with headlines and 
copy. The material is intended to 
aid in local advertising programs 
and in sales training, with the goal 
of extra-pairage sales of wedge- 
heeled shoes. 

Copies may be obtained by writ- 
ing to Dept. A of the company. 


e Financial 


U.S. Rubber Sales, Income 
For Nine Months Set Marks 


NEW YORK—United States Rub- 
ber Company’s sales in the first 
nine months of this year were up 
22 per cent and net income was up 
86 per cent from the comparable 
period last year. Both set records. 

Net sales amounted to $743,230,- 
320 compared with $607,104,417. 
Net income was $26,504,560, or 
$3.94 per common share, compared 
with $14,235,514, or $1.80 per 
share, in 1958. 
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e Obituaries 


Henning Prentis, Jr. Dies, 
Chairman of Armstrong Cork 

LANCASTER, PA.—Henning W. 
Prentis, Jr., 75, board chairman of 
the Armstrong Cork Company since 
1950, died here October 29 of a 
cerebral thrombosis. 

He had been recognized as the 
chief architect and designer of the 
company as it exists today. Its prod- 
ucts include insole material for 
shoes. 

Mr. Prentis joined Armstrong in 


1907, became a vice-president and a 
director in 1926, first vice-president 
three years later, and president in 
1934. 


LOUIS SCHIFFMAN, 83, founder 
of the Boston Shoe Store in Pitts- 
ton, Pa., 57 years ago, died recently. 
A native of Lithuania, he came to 
the U. S. 65 years ago. 


CHARLES COHN, 81, a retired 
Chicago shoe store owner, died re- 
cently in Rochester, N. Y., where 
he had been living for the past 
year. He owned Cohn’s Florsheim 


Shoe Store, 1500 W. Devon, for 40 
years and also owned a shoe store 
in Sandwich, Ill. He had been re- 
tired for 10 years. 


Florsheim Left $314 Million 

WAUKEGAN, ILL.—lIrving S. 
Florsheim, chairman of the Flor- 
sheim Shoe Company, who died Octo- 
ber 18, left an estate estimated at 
$3,250,000. His will, filed here for 
probate, provided that 40 per cent of 
the estate should be placed in trust 
for his widow, with most of the re- 
mainder in equal trusts for his four 
grandchildren. 





YOUNG BENDERS 


FOR BOYS—BIG BOYS—YOUNG MEN! 


Black, Brown, Red, 
also Black Suede. 
Sizes 4 to 10, 


IN STOCK 


Red, brown, bive, black, 
white. Sizes 4 to 10, 
AAAA to D. 


BENDER styles for sales appeal! 
#402—Black strap and buckle Chucka Boot. 
344 to 7 $4.75 

7% to 11 5.35 
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Write for catalog. 


made and sold by 


BENDER SHOE CO. 
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e About Shoe People 


Raymond H. Blanchard, presi- 
dent of the B. F. 
Goodrich Foot- 
wear and Flooring 
Company, Water- 
town, Mass., was 
installed as 24th 
president of the 
Associated Indus- 
tries of Massachu- 
setts at that or- 
ganization’s an- 
nual meeting in 
Boston. Mr. 
Blanchard has long been active in 
the business community and in edu- 
cational, philanthropic and civic af- 
fairs. 


R. H. BLANCHARD 


Herbert P. Satterlee and John L. 
De Respiris, veteran employees of 
the New York sales division of 
Endicott Johnson Corporation, 
were admitted to the company’s lo- 
cal 30-year club at a company din- 
ner in New York recently. Tribute 
was also paid to Edward J. Mona- 
han and William J. Burkhart, who 
retired in the past year with 36 
and 34 years’ service respectively. 


Mr. Monahan could not attend be- 
cause of illness. 


Sam Price, a 50-year veteran of 
the shoe business, plans to retire 
shortly as the operator of Sunrise 
Junior Bootery, Palm Beach, Fla. He 
served as a wartime shoe ration offi- 
cer for the State of Florida and later 
traveled with the Dr. Posner line in 
six southeastern states for 10 years. 
Mr. Price started in the business in 
1909 with Frazen and Oppenheim on 
New York’s Sixth Avenue. Later he 
worked for such firms as O’Connor 
& Goldberg, Volk Brothers, and Man- 
dels and I. Miller in Los Angeles. 
He also pioneered in selling cancella- 
tion shoes in New York, with his 
own store. 

o . e 

David P. Wohi, St. Louis philan- 
thropist and founder of Wohl Shoe 
Company, has been awarded St. 
Louis University’s Fleur - de- Lis 
medal for “kindness, goodness and 
benevolence.” It’s the university’s 
highest award. Mr. Wohl’s $14 mil- 
lion gift to the university, matched 
by grants, will permit construction 


of a 60-bed, $1 million David P. 
Wohl Health Institute to treat 
and study mental illness. 


Pat Wheelless, fashion coordina- 
tor and advertising director for 
Johnson Stephens & Shinkle Shoe 
Company, and Dick Goldman, sales 
representative for Natural Poise 
division of Wohl Shoe Company, 
were married in St. Louis last 
month. Mr. Goldman is a native 
St. Louisan. His bride’s parents 
and family live in Dothan, Ala. 


In Allied Fields... 


Martin F. Rockmore, vice-presi- 
dent of The Rockmore Company, 
Inc., New York, fabric convertors 
and distributors, has been promoted 
to brigadier general in the Marine 
Corps Reserve. At age 42, he is 
the youngest Marine general. 


John Stetter was presented a 
plaque by the Wisconsin Tanners’ 
Production Club, Milwaukee, in 
recognition of his 66 years’ ser- 
vice to the tanning industry. Mr. 
Setter, who is 85, is retired. 
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Herbst Shoe Reaches 


Million-Pairs-a- Year 
MILWAUKEE —For the first 

time, Herbst Shoe Manufacturing 

Company has shipped a_ million 


Into shipping carton goes Herbst's mil- 
lionth pair of 1959, packed in gold box. 
Sales Director Bill Furst watches proudly 
as shipping room foreman Jack Ryals 
prepares milestone-marking shipment. 
pairs of shoes in a single fiscal year. 
The children’s shoe firm passed the 
milestone October 26 when it 
shipped pair No. 1,000,000 for 1959 
to R. Granville & Sons Store, Sag- 
inaw, Mich. 

The Granville firm received the 
whole shipment free as part of 
Herbst’s promotion of the event. 

The last such celebration by the 
makers of Child Life shoes came in 
1953. That year Herbst passed the 
500,000-pair-per-year mark. 


Stetson Shoe to Add New Unit 
For Hand-Sewed Moccasins 

SOUTH WEYMOUTH, MASS.— 
The Stetson Shoe Company has com- 
pleted plans to add a hand-sewed 
moccasin unit to its present manu- 
facturing operation. The new unit 
will be headed by Charles E. Hartley, 
who has been actively engaged in 
the manufacture of this type of shoe 
since 1938. 

Mr. Hartley comes to Stetson 
from the Regal Shoe Company, 
where for 10 years he has been 
responsible for the manufacture of 
hand-sewed moccasins and the work 
of production scheduling and con- 
trol. 

The new Stetson unit will start 
production later this year. 
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Dealer School Stresses Sales Automation 


OCONOMOWOC, WIS.—Automa- 
tion in selling, a new concept in mer- 
chandising, can help the shoe retailer 
to better sales and more profits. This 
was the theme of a recent dealer 
training school staged here by Muse- 
beck Shoe Company, makers of Foot- 
So-Port shoes. The new program 
stresses such automatic selling aids 
as audio-visual equipment, turntables 
and other moving equipment. 

“Today there is automation in pro- 
duction and automation in distribu- 
tion; and there must be automation 
in selling for the retailer who ex- 
pects to keep pace with modern prog- 


tables and other moving displays, 
window cards that tell the story of 
the shoes, interior displays of many 
types, and new merchandising plans 
designed to develop new business 
and service old customers. 

Independent shoe retailers are as 
anxious as ever to learn more an- 
swers to their retailing problems, 
Mr. Musebeck points out. 

“This was proven by dealers who 
came entirely at their own expense 
to this first school from various sec- 
tions of the United States,” he says. 

Musebeck has built a specially de- 
signed classroom for the dealer train- 





Instructors at Musebeck dealer training school include (left to right): George 

Howie, president of Foot-So-Port Shoe Stores, Inc., Chicago; William Gallaher, 

Musebeck vice-president, sales; John Boehm, vice-president, production; George 

Dame, president of Midwest Foot-So-Port Shoe Stores Inc., and G. E. Musebeck, 
president of Foot-So-Port Shoe Company. 


ress,” says G. E. Musebeck, presi- 
dent, in explaining the revival of 
dealer training schools. Musebeck, 
he reports, was the first shoe com- 
pany to hold dealer schools over 20 
years ago. 

“We then turned out what are now 
termed sales engineers, because, 
then as now, the retailer needed a 
new concept of merchandising.” 

Automation in selling is not a re- 
placement of the human element, 
Mr. Musebeck stresses. He refers to 
it as a supplement used to attract 
customers to the store’s windows, to 
persuade them to come into the store, 
and to help complete the sale as 
quickly and easily as possible. 

Dealers were urged to accomplish 
this through such aids as picture- 
scope machines, audio-visual equip- 
ment for both the window and inside 
the store. Further recommendations 
included the use of hanging turn- 


ing programs. The schools are to be 
held at regular intervals throughout 
the year. 

The automation-in-selling program 
focused on the operation of the latest 
Foot -So-Port Store in Chicago, 
which is said to be a sales leader be- 
cause of this program. 


Whittier Retires as Official 
Of Last Manufacturers Assn. 


BOSTON—Carl S. Whittier has 
retired after serving 22 years as 
secretary-treasurer of the Last 
Manufacturers Association. He and 
his wife plan to make their home 
in California. 

His successor, Richard D. Green, 
is a native of Waltham, Mass., 
with nearly 14 years’ experience in 
trade association management in 
Washington, D. C., Minneapolis 
and Chicago. 
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European Tanners Impress Kaplan on Trip 


BOSTON—During a trip to Eu- 
rope and the Soviet Union, tanning 
executive Kivie Kaplan was im- 
pressed by the progress of tanning 
and shoe manufacturing in Russia, 
and concerned about the strong com- 
petition U. S. tanners face from Eu- 
rope. 

Mr. Kaplan, treasurer and general 
manager of Colonial Tanning Com- 
pany, Inc., spent seven weeks abroad, 
including two in Moscow and Len- 
ingrad. He returned late last month. 

“T find that Europe has great 
advantages in the tanning industry 
over the United States for many rea- 
sons,” he said. He pointed to lower 
labor costs and to modern tanneries 
which replaced others destroyed by 
war. He called Italian tanning ma- 
chinery “far superior” to ours. 

“We certainly do have some very 
serious competition,” Mr. Kaplan 
said, “as far as quality and price 
are concerned.” 

While in Russia Mr. Kaplan be- 
came the first American tanner to 
visit the Scorochod factory in Lenin- 
grad, the USSR’s largest shoe fac- 
tory. He was told it employs 11,500 
workers, 82 per cent of them wo- 
men, and turns out 70,000 pairs a 
day. 

Mr. Kaplan found the plant “com- 
pletely modernized and air-condi- 
tioned.” It has its own clinic for 
employees, with 20 full-time doctors. 
Two shifts operate at the factory, 
and everything is done on the con- 
veyor system. 

“The Russians were very coopera- 


tive in taking us through the plant,” 
said Mr. Kaplan. “They showed us 
everything we wanted to see and 
answered any questions we had. 
Some of the shoes did not look as 
good as we are accustomed to see- 
ing, but in the total of 70,000 pairs 
per day they do make some shoes 
that are really beautiful to look at.” 

After talking with the factory di- 
rector and other persons, Mr. Kap- 
lan came away convinced that these 
people weren’t interested in war, he 
said. 

The Russian visit also included a 
trip to the country’s biggest tan- 
nery, which produces 30 million feet 
of upper leather in a year, including 
600,000 feet of patent. 

Mr. Kaplan said the tannery em- 
ploys 1200 persons, 70 per cent of 
them men. A woman heads the tech- 
nical department. 

While abroad, the Boston tanner 
also attended the Semaine de Cuir, 
the International Leather Fair in 
Paris. There he met with a number 
of U. S. shoe manufacturers and 
talked with them about the show 
situation here. They contrasted 
France’s Semaine de Cuir with the 
large number of shows held in the 
U. S. annually. 

“Many of these manufacturers 
felt as I did,” Mr. Kaplan said, 
“that if we could consolidate all the 
various shows in the United States, 
we would not only save time but 
money as well, have greater effi- 
ciency and make it easier for the 
entire industry.” 





Sandler of Boston Joins Ripple ‘Hall of Fame’ 


Herbert Copeland 
(left) and William 
Giddon (right), 
vice - presidents of 
Sandler of Boston, 
accept Ripple Sole 
"Hall of Fame" 
plaque from Nathan 
Hack at reception 
in Chicago's Palmer 
House. Mr. Cope- 
land said his com- 
pany's monk's strap 
casual with Ripple 
Sole grossed over 
$1 million at whole- 
sale in a year. 
Sandler was cited 
for “outstanding 
styling and promo- 
tion.” 


New Men’s Division Handles 
Expanded Line at Godman 


COLUMBUS, O.—H. C. Godman 
Company has set up a men’s division 
to handle an expanded line of the 
company’s Air- 

O-Magic shoes. 


Samuel T. Levin, a 

20-year industry 

veteran, will serve 

as sales manager 

of the division in ~~ | 

addition to his post - \ =m 

as head of God- Sager 

man’s new child- ’ 

ren’s division. 4) 
Previously the \ 

Air-O-Magic line SAMUEL T. LEVIN 

was handled by Godman’s wholesale 

division. Mr. Levin said the organiz- 

ational change should boost sales. 
The spring line will include “Air- 

O-Magic Cushon Steps,” priced to 

retail from $12.95 to $14.95; “Air- 

O-Magic” for young men and college 

students, to retail from $7.95 to 

$9.95, and an expanded group of 

service shoes at $10.95 to $14.95. 
The line is built around a patented, 

flexible cushioned inside, guaranteed 

not to crack or curl. 


Seattle Fair Sets Marks 
(CONTINUED FROM PAGE 98) 


gray and white were also being sold 
for young men’s clientele. 

Local demand had finally fallen off 
for the double-stitch welt and the 
lighter look had gained acceptance. 
Slip-ons constituted about 20 per 
cent of the demand. 

Leathers for men were mainly 
smooth. Two and three eyelet pat- 
terns in bluchers and _ stitch-and- 
turn mocs were popular. 

Various types of plastic soles 
were noticeable throughout, but par- 
ticularly with the men’s exhibitors. 

Directly preceding the show was 
a business meeting conducted by the 
Pacific Northwest Shoe Travelers, 
in which H. E. (Harry) McDonald 
of Fortunet and Cover Girl shoes 
was elected president. First vice- 
president is J. Ray Reed, U. S. Shoe 
Corporation, and second vice-presi- 
dent is William Russell of H. C. 
Godman and Ed White Junior. 

New board members are Earl Mc- 
Donough of Winthrop; M. R. 
(Dick) Collins of Rhythm Step, and 
Neal Willson of Sbicca of California 
and Artcraft. 
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Six-Month Guarantee Given 
On Vylyt Process Boys’ Line 

LAWRENCE, MASS. — A six- 
month unconditional written guaran- 
tee is being provided by American 
Juniors Shoe Company with each 
pair of its new Samson boys’ shoes. 
The shoes are described as the first 
in America to be made by a new 
Vylyt process, an electronically heat- 
sealed soling process. 

According to a company spokes- 
man, the process permanently bonds 
sole to upper and insures great 
strength and durability. Water and 
dampness are kept out and shape is 
retained longer, the spokesman said. 
The process gives extra light weight, 
insulates against heat and cold with 
its foam rubber cushion filler, and 
makes the shoes slip-resistant, he 
added. He said they will not scuff or 
mark floors. 


Introduced at the National Shoe 
Fair, the shoes are priced to retail 
at about $8.95 and $9.95. 


New Directors Are Listed 
By the Tanners’ Council 


CHICAGO—Six new directors-at- 
large were elected by the Tanners’ 
Council of America at Chicago for 
three-year terms, the group announ- 
ced. 

They are: A. Burch Velsor, Mid- 
dlesboro Tanning Company, Inc., 
and Velsor Leather Company, Inc.; 
Philip G. Bernheim, R. Neumann & 
Company; John T. Justen, Pfister & 
Vogel Tanning Company; Ralph H. 
Pleatman, Hiteman Leather Com- 
pany, Inc.; Harry Remis, Acme 
Leather Company, Inc., and Laird 
H. Simons, Jr., William Amer Com- 
pany. 

In addition, the following new 
directors were elected to the board 
by virtue of their positions as group 
chairmen or vice-chairmen: James 
Thornton, George Moser Leather 
Company; Paul Drummer, B. D. 
Eisendrath Tanning Company; Sam 
Simons, Allied Kid Company; 
Stuart A. Spaulding, A. C. Law- 
rence Leather Company; Harry Os- 
soff, United Tanners, Inc.; Thomas 
S. Keirnan, Griess-Pfleger Tanning 
Company; John G. Vergobbe, A. C. 
Lawrence Leather Company; Her- 
bert Weinstein, William Greiner 
Company, and Donald H. McCree, 
Eagle Ottawa Leather Company. 


November 15, 1959 


Genesco Introduces Evershine in Jarman, Acrobat Lines 


CHICAGO—Genesco’s Evershine 
leather, hailed as insuring a “built- 
in shine,” has reached the consumer. 
It has been introduced initially in 
the Jarman men’s line and Acrobat 
children’s line. 

The shoes went on sale in Chicago 
following their debut at the National 
Shoe Fair. A product of three years’ 
study and months of test-wearing, 
Evershine is said to repel dirt, dust 
and moisture. When the shoes get 
dirty, the company says, the shine 
can be restored by a simple cleaning 


and buffing with a cloth or brush. 

The development of Evershine was 
discussed here by S. R. (Tank) 
Gorin, Genesco’s research director. 
His report also covered other re- 
search activities: 

© Now in the testing stage is the 
treatment of shoes with a fungicide- 
bactericide called Permachem, which 
kills germs on contact. 

® Genesco is experimenting with 
scrap elastic, left over in the cutting 
of women’s girdles, to see if it is 
usable for shoe goring. 
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DURABLE PLASTIC SHOE TREES 


* made like the finest wood trees 


* adjusts automatically to fit all sizes 


* low priced for extra sales 


Sell Diplomats with every pair of shoes 


Distinctively styled for the customer who wants all 
the advantages of the finest, full-length wooden trees 
in a lightweight, low priced, quality Plastic model. 


Cc. S. 


Smart black plastic adjustable forepart and gracefully 
curved handle contain Pierce Automatic Spring Adjustment 0 
for wide fitting range. 3 sizes fit all shoes. . . help keep 


inventory low. Available with your trade name if desired. 
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BROCKTON, MASS. 
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ANOTHER QUALITY PRODUCT FROM THE NATION'S SHOE TREE PIONEER 








New Baby Shoe Line Designed to Prevent Falls 


Slip-proof baby shoes 
are introduced at the 
National Shoe Fair by 
Jerome Altschul (left) 
of Julius Altschul, Inc., 
Brooklyn, the manufac- 
turer, and the inventors, 
Harry Shapiro (center) 
owner of a children's 
corrective shoe store in 
Camden, N. J., and his 
brother, Martin, who 
owns a similar store in 
Philadelphia. The “Sha- 
piro N-F {No Fall)" 
baby shoes feature two 
built-in rubber plugs in 
the sole, with an inner 
lip to hold each in 
place. Plugs are guaran- 
teec for life of the shoe. 
After several years‘ 
work on their idea, the 
Shapiros secured a pat- 
ent recently and manu- 
facture began. 





Dewey & Almy Sells Vinyl 
Welting Business to EJ Unit 
CAMBRIDGE, MASS. — Dewey 
and Almy Chemical division of W. 
R. Grace & Company is disposing of 
“certain assets” employed in the 
manufacture of vinyl welting. The 
buyer is the Walter L. Johnson 
Company, Inc., a wholly-owned sub- 
sidiary of Endicott Johnson. 


The transaction results from the 
desire of Dewey and Almy’s Poly- 
fibron division to concentrate on 
polymer - fiber combinations. The 
technologies employed in making 
vinyl welting are foreign to that 
field. 

A Dewey and Almy spokesman 
said the Johnson firm is well known 
in the leather welding field. 


Mrs. Edith Henry Named 
Chairman at Lucky Stride 


MAYSVILLE, KY.—Mrs. Edith 
Henry has been elected chairman of 
the board of Lucky Stride anon, 
Inc., in a reorgani- 
zation of adminis- 
trative personnel. 
Mrs. Henry, who is 
recognized as a dy- 
namic personality 
in the designing of 
fashion casuals, 
thus moves up to a | 
newly created posi- | 
tion in the firm 
which she and her ! 
husband, Carl, 
founded 13 years ago. 

Mr. Henry relinquishes the presi- 
dency and continues as treasurer. 
James Morris, executive vice-presi- 
dent and general manager, becomes 
president. Named new vice-presi- 
dents are Miss Eleanor Thomas, who 
was the company’s first employee 
and serves as office manager and 
comptroller, and Paul Dupuy, plant 
superintendent since early 1958. 

Lucky Stride sells eight registered 
brands. 


EDITH HENRY 
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Fast 24-hour in-stock service... 


WRITE FOR CATALOG SHOWING DR. SCHOLL'S MEN'S AND WOMEN’S SHOES 


THE SCHOLL MFG. CO., INC. 


Los Angeles 58, Calif 
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Advertised 


D‘ Scholls 
SHOES 


increase your repeat business! Made over 26 different 
lasts, each designed for a particular type of foot. 
Choicest leathers. Right and left individual 
pre-molded counters. Resilient spring 
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Style 2367A 

Black kid biucher. 
Long inside counters. 
12/8” leather heel 

with 34” rubber top lift. 
Also in white. 








ST. LOUIS TOPLIFT CO. 


BEN SLOSBERG HAS SMART 
AMERICAN 


WOMEN 
PUSSY - FOOTING 
AROUND IN 


The new Silent Step toplift, made of the ultimate material 
by a patented process, will virtually last forever, out-wear- 


. Resilient. 

. Will not fray. 

. Will not sharpen. 

. Will not cut holes in floors. 

. Will not ruin hosiery. 

. Will not scratch the legs. 

. Eliminates completely the clang, 
clang, clop, clop noise caused by 
steel toplifts. 

. Has been wear-tested by leading 
laboratories, and is being used by 
leading shoe manufacturers. 


4067 FOLSOM ST. LOUIS 10, MO. 
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20 Patterns Shown for Spring 
In Lassies’ Tailored Line 

CHICAGO—Twenty new patterns 
were shown by Lady Iles of May- 
fair in the Lassies spring line at the 
National Shoe Fair. The Lassies 
line was started a year ago with 
just two patterns. 


The classic tailored line, retail- 
ing at $18.95, emphasizes softness 
of construction, stacked heels from 
13/8 to 16/8, and breasting heels. 
Made in Norwich, England, these 
shoes are carried in-stock in a 
Brooklyn warehouse. Mrs. Terry 
Iles showed the shoes, designed for 
women of age 35 and over. 

Two numbers have full breasted 
heels; cuban leather heels also are 
important. Big item in the line is 
a rodeo tan number in soft-grained 
elk. Strong are calfskin patterns 
in navy, teak brown and antiqued 
brown. Many retailers ordered 
pastel green suede for spring, while 
shades of Swiss blue in suede were 
also popular. 

Mrs. Iles said business is up 50 
per cent as compared to a year ago, 
with sales recorded in every state. 


U.S. Distributors, British Producers Air Spring Plans 


Philip Chapman (left), merchandise manager of Dunham Brothers Company, Brat- 
tleboro, Vt., footwear distributors, and Nelson Withington (second from right), 
general manager, confer in England with officials of Moulded Footwear, Ltd., on 
spring line of “Tuf" vulcanized boots and shoes for U. S. distribution by Dunham. 
The British shoemen are J. H. Britton (second from left) and B. J. Marriott. The 


two Americans included French, Italian 


and Spanish factories on their itinerary. 





Irish Shoe Exports Triple 
NEW YORK—Footwear exports 
from Ireland jumped more than 200 
per cent in the fiscal year ended last 
March 31, the Irish Export Board 
reports. The board, which main- 
tains headquarters in Dublin, says 
the increase “reflects the determina- 
tion of Irish manufacturers to com- 


pete in the U. S. shoe market.” 

The gain was almost entirely in 
men’s shoes and ladies’ snow boots. 

“We believe that further develop- 
ment projects on which we [the Ex- 
port Board] are now working in 
close association with the manufac- 
turers will result in substantially 
increased sales in the coming year,” 
the report adds. 
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This quality arch support is scientificall 
the MODERN craftsmen know how . 
and absolute walking pleasure. 


© Made of full grain cowhide leather 
© Reinforced for additional firmness 
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WITH 


THRIFT-EEZE ARCH SUPPORT 
Don’t Take Chances with Your Customers’ Comfort 


molded as only 
. . for proper balance 


support 


© Rubber Longitudinal and Metatarsal supports 
SEE YOUR JOBBER OR WRITE: 


MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, WN. ¥. + CA 6-4723 





Fashion Stitching 


AMERICAN MACHINE & FOUNDRY COMPANY 


Allied Show Forecast: 
Developments Listed 
In Synthetic Soling 


NEW YORK—A series of “sig- 
nificant” new styling developments 
in synthetic-type soles for fall 1960 
shoes have been outlined by the 
Allied Shoe Products Show’s Style 
Advisory Committee in that field. 

“Interest in these fresh soling 
themes is evidenced by the fact that 
synthetic and rubber soles have now 
mounted to represent almost three- 
fourths of all solings being used on 
shoes,” said committee chairman 
Richard R. Ketchum. He is advertis- 
ing and promotion manager of Avon 
Sole Company. 

“We believe that fashion has now 
replaced economics as the factor 
most influential in the use of such 
solings,” Mr. Ketchum said. 

Here are the developments listed 
by the committee: 

© The trend toward the boot in 
the men’s field for either leisure or 
work wear will reach new highs for 
fall ’60. These comfortable, soft and 
warm boots require interesting bot- 




















Winslow Bros.8 Smith 


BOSTON, 97 SOUTH ST. NEW YORK, 2 JACOB ST. 








toms which contribute further to the 
combined functional and style fea- 
tures of these shoes. Such solings 
will consist of new designs, new 
compounds and finishes which will 
add to the leisure look and feel of 
the boots. 

© Men’s dress shoes will also take 
on a fresh look through attractive 
bottom finishes put on elastomer 
resin blend compounds. In some in- 
stances these finishes duplicate those 
on leather soles, while in other cases 
the sole takes on an attractive char- 
acteristic look of its own. New gums 
and polishes have been introduced 
to simplify application of these bot- 
tom finishes. 

© New colors in men’s synthetic- 
type solings will complement the of- 
ficial leather colors selected for fall 
1960. The predominance of the new 
browns in upper leathers will be 
paralleled by new synthetic soling 
colors in the same family. 

¢ In the women’s field, the sport 
and dress-type boots and shoes will 
be front-runners. Boots are already 
moving down from high-priced to 
popular - priced lines. Rubber - type 
soles are “naturals” for such foot- 


/ wear, adding to the style-comfort 


features of the boot. 

® Various new design treatments 
in women’s shoes will be introduced 
for fall. Many women’s pumps and 
lightweight shoes will use an attrac- 
tive, thin (414-5-iron) rib rubber 
sole with full-breasted 21-to-24/8 
heels. This trend, also launched 
earlier by the high-grade houses, 
will come into prominence in popu- 
lar grades next fall. 

@ In children’s and growing girls’ 
footwear, the continuing influence 
of fresh styling is reflected in the 
increased use of synthetic-type sol- 
ings incorporating design, color and 
texture. In this juvenile field, with 
the trend toward lighter weight 


4D LF TT 


FREE, BOOKLET!f 


“How to Dye Fabric Shoes” 
EVERETT & BARRON CO. 
166 Valley St., Providence, R. |. 
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footwear, there is a growing demand 
for thinner-lighter soling which also 
meets demand for good wear. 

© The boot is already making im- 
portant strides in the juvenile field, 
and will be welcomed by parents 
as a possibility of reducing the need 
for rubbers and overshoes. Many of 
these boots will have water-resistant 
leather uppers, similar to those in 
the men’s field. Waterproof rubber 
or synthetic soling, with the added 
feature design and styling, will be 
a natural to go with these boots 
for juveniles. 

New synthetic-type and rubber 
solings will be seen at the Allied 
Show, December 15-18. 


Latitude of Expression Due 


In Trimmings for Fall 1960 


TRIMMINGS on fall 1960 shoes 
will show much more seasonal lati- 
tude than usual, according to A. E. 
Martin, chairman of the Allied 
Products Show’s Style Advisory 
Committee on Shoe Trimmings. 

Mr. Martin, sales and promotion 
director of Pero & Daniels, said the 


season will bring “almost unre- 
stricted creative expression in the 
use of trimmings to comply with the 
broadening trends in apparel and 
footwear.” Certain of these free- 
dom-of-choice themes, however, 
seem destined for a definite role, he 
added: 

Deep burnished tones in trims, 
reflecting the new warm apparel 
shades, will appear on daytime and 
casual footwear. Black trims will 
be used as contrast on brown, blue 
and red shoes. Texture contrasts 
will also be used—such as smooth 
leather trim on suedes for daytime, 
or on satins for evening. 

Conversely, black suede shoes will 
continue to use such popular trims 
as black grosgrain or faille in 
rayon, silk and nylon. 

Fresh trimming news is in black 
satin-elastic (144 to 5/16-inch) used 
as an outside trim, in tidy bows, 
metal-threaded, and coupled with 
fancy ornaments. This will have 
special application in the draw- 
string shoe. 

Interest in elasticized trimmings 
is evoked, Mr. Martin said, by new, 
varied designs, textures and colors. 


Designs will range from checks tu 
polka dots. 

Tailored shoes for fall will show 
self-colored trims, neat bindings 
and tidy, narrow piping—a recent 
arrival on the fashion scene. 

New vamp treatments will trace 
the new rounded shoe contours, or 
will appear in stripes and novel pat- 
terns, sometimes echoed by a band 
either hugging the shoe collar or 
dropped a fraction below the top- 
line. 

Multiple cordines and soutaches, 
in a variety of designs and colors, 
will enjoy new applications. Braid- 
ing too will be seen in fresh de- 
signs, both in the %-inch single- 
needle type and the 3/16-inch 
double-needle type. Leather braid- 
ing will be used increasingly and 
vinyl binding has now become a 
staple. 

In contrast to the tailored day- 
time look, dress shoes are assuming 
increasing femininity, said the com- 
mittee report. This will bring on 
lavish use of metal threads and 
lurex trims. Such trims often will 
be coupled with metal or jeweled 
buckles and ornaments. 
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Half and Full Sizes 6-12 
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Half and Full Sizes 6-12 
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NEW YORK 29, N. Y. 





Personnel 





GENE FRENZEL 
General 


JESSE J. HOLMES 
Manager Kinney VP 


Elected... 


Gene Frenzel, as general manager 
and vice-president of Tobin-Hamil- 
ton Company, Inc., St. Louis, 
makers of children’s shoes and slip- 
pers. Walter Mainzer, as chairman 
of the board; E. Louis Klick, as 
president; Robert Klick, as execu- 
tive vice-president, and Emil H. 
Klick, as secretary and treasurer. 

Jesse J. Holmes and James B. 
Stuart, as vice-presidents of G. R. 
Kinney Corporation, New York. Mr. 
Holmes is VP in charge of retail 
distribution, and Mr. Stuart, VP in 
charge of retail sales in addition to 
his present post of general sales 
manager. 

Milton E. Morrill, as president 
of Krippendorf Kalculator Com- 
pany, Lynn, Mass., succeeding Nel- 
son B. Todd, who retired after 48 
years’ service. Ernst Krippendorf 
became vice-president, and Merle 
E. Jackson, general manager. 


Promoted... 


James O’Fallon, from manager of 
the style department for Accent 
division of Internationa] Shoe Com- 
pany, St. Louis, to style coordinator 
for all of ISCO’s women’s specialty 
divisions. 


CHAS. J. MITCHELL 


MERCER E. CURTIS 
To Named by Deevers 


L. B. Evans 
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JAMES O'FALLON 


JAMES B. STUART 
ni Style Coordinator 


Another VP 


Jack Nelms, to buyer of all chil- 
dren’s and men’s shoes for Wohl 
Shoe Company, St. Louis. He for- 
merly headed a children’s division 
merchandising group and bought 
men’s and children’s shoes in pop- 
ular price ranges. 


Appointed... 


Lester Porter, as president of I. 
Miller Salons, a subsidiary of Ge- 
nesco, Inc. He joined I. Miller early 
this year as merchandise manager. 

E. E, Burris, as general manager 
of Propr-Bilt division of Brown 
Shoe Company, St. Louis, succeed- 
ing John R. Grose, who now heads 
the Buster Brown division. Mr. 
Burris formerly was a sales repre- 
sentative for Propr-Bilt and was 
with the Brown Franchise Stores 
division. 

Hugh A. Pollock, as _ national 
sales director for Plastix Footwear 
Corporation, Los Angeles, in addi- 
tion to his duties as president. He 
succeeds Robert R. Tatch, who re- 
signed last summer because of ill- 
ness. 

James QO. Trone, as general man- 
ager of Selby International, Inc., 
Portsmouth, O. He succeeds Tom 
H. Middleton, who resigned to join 
United States Shoe Corporation. 


JAMES D. PHILLIPS 
Joins Peters Div. 


ROBERT McELROY 
To Friedman-Shelby 


EUGENE N. WEST 


NLE 
wee ee Sales Director 


To Tober-Saifer 


Alvin S. Wylie, as regional sales 
manager in charge of the New 
York office of Ripon Knitting 
Works, Ripon, Wis. He will also be 
responsible for a territory includ- 
ing The Bronx, Manhattan and 
Queens and Kings Counties of 
New York. The firm makes slipper 
socks, stretch slippers, casual foot- 
wear and other products. 

Wilbur F. Kohnle, as credit man- 
ager for Tober-Saifer Shoe Manu- 
facturing Company, St. Louis, suc- 
ceeding Norman Broadwell. He 
held a similar post with Johansen 
Brothers Shoe Company, Inc. 

Eugene N. West, as sales direc- 
tor for Knomark, Inc., New York, 
makers of Esquire products. He 
succeeds Joseph Husch, who re- 
signed to become vice-president of 
Pezrow Associates, brokers. 

Max Rosenthal, as a member of 
the staff of Martinique Shoes, Phil- 
adelphia, serving in a supervisory 
capacity. He formerly was general 
manager and board chairman of 
Cellini Shoes, Inc., Philadelphia. 

Scott Steele, as sales representa- 
tive for Desco Shoe Corporation, 
New York, covering North and 
South Carolina, Georgia and East- 
ern Tennessee. He will also handle 
brands made by a subsidiary, Rex 


MICHAEL R. MURPH 
ith Panorama 


EARL NEEDHAM 
Joins Banner 
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Shoe Company, Inc. His headquar- 
ters will be in Atlanta. 

Ronald Mermelstein, as Eastern 
sales representative for Sobel, 
Bernstein and Greene, Los Angeles, 
women’s shoe manufacturers. He 
will work out of New York and 
cover the area east of Chicago. 

Mercer E. Curtis, as sales rep- 
resentative for L. B. Evans’ Son 
Company, Wakefield, Mass., cover- 
ing New York City, Long Island, 
New Jersey, Delaware and Phila- 
delphia, with headquarters in the 
Marbridge Building, New York. He 
replaces Thomas H. Gaffney, Jr., 
who has resigned. 

Benjamin Hamburg, as sales rep- 
resentative for the Easy Goers di- 
vision of A. Sandler Company, 
Needham, Mass. He will cover New 
England. 

Milton Klein, as sales represent- 
ative in metropolitan New York for 
Fraser Shoe Company, Union, Mo., 
makers of play shoes and slippers. 
This is in addition to his present 
territory of Pennsylvania, New Jer- 
sey, Delaware, Maryland and Wash- 
ington, D. C. Mr. Klein has resigned 
as sales representative for P. W. 
Minor & Son, Inc., Batavia, N. Y. 

Fred Ludwig and A. Z. Ginn, as 
sales representatives for Frank 
Noone Shoe Company, Rockland, 
Mass., men’s shoe manufacturers. 
Mr. Ludwig covers Eastern Penn- 
sylvania and New Jersey, his for- 
mer territory for House of Crosby 
Square. Mr. Ginn travels from Bal- 
timore south to Miami. 

Charles J. Mitchell, as sales rep- 
resentative for Deevers Shoe Com- 
pany, St. Louis, covering New Eng- 
land and the East Coast from head- 
quarters in Ithaca, N. Y. He re- 
places John Powers, who retired. 

Robert J. McElroy, as sales rep- 
resentative for Friedman-Shelby di- 
vision of International Shoe Com- 
pany, St. Louis, covering the De- 
troit area. He replaces Herman 
Meyer, who retired after 39 years. 

James D. Phillips, as sales rep- 
resentative for Peters division of 
International Shoe Company, trav- 
eling Nebraska and the southern 
part of South Dakota from head- 
quarters in Fremont, Neb. He re- 
places Wilbert G. Johnson, who re- 
signed. 

Michael R. Murphy, as south- 
western sales representative for 

(CONTINUED ON NEXT PAGE) 
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side leathers — grains and smooth dress 
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making finest Shell Cordovan, 
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Appointed... 


Panorama Shoes division of Inter- 
national Shoe Company. From Dal- 
las headquarters he will cover 
Texas, Louisiana, New Mexico, 
Oklahoma, Arkansas, Colorado and 
Wyoming. 

Kenneth D. Owens, as head of the 
recently formed merchandising di- 
vision of Wohl Shoe Company, St. 
Louis, serving Wohl Plan accounts 
in the western U. S. 

Earl Needham, as sales repre- 
sentative for Banner Slipper Com- 


pany, Inc., Montrose, Pa. He will 
handle the volume trade and se- 
lected accounts formerly serviced 
by Walter E. Barnes, president. 
Mr. Barnes will devote his time to 
administrative duties. 

John G. Freeman and Edward S. 
Hanlon, as sales representatives 
for Crown Rubber Company, Fre- 
mont, O. They are associated with 
the John G. Freeman Company of 
Milwaukee, which will represent 
Crown in the shoe trade in Minne- 
sota, Wisconsin, Northern Illinois 
and Western Michigan. 


Resigned... 


Fred W. Curtis, from Curtis 
Stephens Embry Company, Read- 
ing, Pa. He was president and sales 
manager. 


Retiring... 


Dr. Henry B. Merrill, from the 
B. D. Eisendrath Memorial Labo- 
ratory of B. D. Eisendrath Tanning 
Company, Racine, Wis., where he 
was research and development di- 
rector since 1946. Robert S. Adams 
succeeds him. 
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Keep Your House Well Stocked. . . 
. . . for winter sales with Quoddy’s hottest moccasin—Double 
Deerskin. Fold it, twist it, roll it—Double Deerskin always 
snaps back because it’s crafted of supple, top quality deerskin. 
We call it Double Deerskin because it’s Deerskin inside and 
out for “double” value, satisfaction. Foam innersole makes 
walking feather-soft. With or without flexible chrome sole. 
Also pile lined. 
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featuring REPLACEABLE SEAT CROWN 


There’s no need to re-upholster or replace an entire chair 

when it’s Royal, with replaceable seat crown—a feature 

—- of the fine in-use engineering that’s built into all 
oyal furniture. 


CHAIRS IN GANG Model 775-G (shown) also have wall- 
saver rear legs, self-locking glides, comfortable Flex-Spring 
seats, and ventilated metal seat pans. Square-tube construc- 
tion. Long-lasting satin finish. Choice of upholsteries and 
colors. Matching chairs, stools, settees, too. Write today 
for free literature. 
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For pictures, QUODDY MOCCASINS 
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Frye Introduces Suede 
In Cowboy Boot Line 


MARLBORO, MASS. — Suede is 
a new addition for 1960 in the 
cowboy boot line of John A. Frye 
Shoe Company, Inc., here. Company 
President Donald A. Ireland said 
the firm is marketing suede for 
men, women and children in the 


"Sunburst" boot in washable suede, 

made by Frye in men's, women's and 

children's sizes. It is leather-lined and 

styled with new slim-toe needlepoint 

last. In sand, gray, desert tan and 
Buffalo Grass Green. 


belief it will become a favorite 
item. 

“Once, suede was considered too 
delicate a leather for cowboy 
boots,” he said. “Now better suede 
leathers are made with as much 
stamina as calfskins. And calfskins, 
along with kids, have always been 
dominant in our line.” 

Strength, durability, richness 
and softness are said to character- 
ize the suedes in the Frye line. 
Processed by Scotchgard, a new 
development in suede leathers, they 
are also washable. 

Mr. Ireland said _ better-grade 
suedes are expected to become a 
permanent fixture in his firm’s cow- 
boy boot line. 


Publicist for St. Louis Show 

ST. LOUIS—The St. Louis Shoe 
Manufacturers Association has 
named Robert A. Drohlich Associ- 
ates, public relations firm, to handle 
publicity for the 1960 St. Louis Shoe 
Show. The theme and features of 
the May 1-4 event will be announced 
soon. 
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A MODERN CORRECTIVE 
SHOE FOR EVERY 


CO rthopedic NEED 
TARSO SUPINATOR® 


For the postural 
correction of 
flat feet. 
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TARSO 
PRONATOR® 


For club feet and 


metatarsus varus. 
Pairs or single shoes. 


TARSO MEDIUS® 


Straight, neutral last 
shoe. Detailed to 
match Tarso Prona- 
tor. Pairs or single 
<—— 


shoes. 
Tarso Shoes ore prescribed by doc- 


tors across America. Write today for 
Ulustrated brochure and catalog sheet. 
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Urethane Cushioning Offered 
In Desco ‘Red Carpet’ Line 

NEW YORK—A new series of 
“Red Carpet” shoes for women has 
been introduced by Desco Shoe Cor- 
poration for its Revelations line. 
Featured attraction is innersole 
cushioning a half-inch thick. 

Made of a compound, Urethane, 
the cushioning is claimed to have 
advantages over other foam types 
because it is guaranteed never to 
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break down or to lose its resiliency. 
The Urethane also insulates against 
heat and cold, spokesmen said. 

Shoes in the new “Red Carpet” 
series are light in weight, soft and 
flexible. 


Samuel L. Slosberg, president of 
Green Shoe Manufacturing Com- 
pany, Inc., Boston, has been elected 
secretary of the board of trustees 
of Brandeis University. 





Crosby Square Line Takes 
Three Awards at Italian Fair 


MILWAUKEE — The House of 
Crosby Square’s Caesar Process 
shoes, which embody Continental 
styling, captured three awards at 
the National Samples Fair in Rome, 


Displaying Grand Cup Trophy and gold 

medal are Gilbert Reinarz (left), mer- 

chandise manager, House of Crosby 

Square, and Hal Templeton, general man- 
ager of the company. 


Italy, it was disclosed here recently. 
In gaining the awards, the line 
scored an apparent victory over 
Italian-made footwear on the latter’s 
home grounds. 

The American line received the 
Grand Cup Trophy of Honor, high- 
est award given to exhibitors, as 
well as a gold medal and a “diploma 
of merit.” 

The Fair was held May 30 to 
June 14, but the results were not 
made public until the Grand Cup 
arrived in Milwaukee late last 
month. All types of products are ex- 
hibited at the Fair. 


National Campaign Promotes 
Shoes with Velcro Fastener 


NEW YORK—A national adver- 
tising and point-of-purchase cam- 
paign emphasizing to retailers and 
consumers the merits of shoes em- 
ploying the Velcro fastener will con- 
tinue through January. Velcro Sales 
Corporation, New York, is aiming 
its pitch primarily at the men’s and 
boys’ market. 

Media in which ads are scheduled 
include Esquire, Sports Illustrated, 
The New York Times Magazine and 
the Chicago Tribune Magazine, as 
well as newspapers and the trade 
press. Some 13,000 streamers and 
Velcro-swatched posters and counter 
cards are going out to retailers. 
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Classified and Want Ads 








WANTED TO PURCHASE 


WANTED TO PURCHASE 








CLOSE OUTS 


1603 South Michigan Ave. 
Phone or Wire Collect 





KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 











WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children’s. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 














WANTED TO LEASE 





INTERESTED IN LEASING WOMEN’S 
Shoe Department in better Specialty Store in 
Arizona or Utah. S. KIMMEL, 52 Monroe, 
ere y Rapids, Michigan. TEL. Glendale 
96268. 





Nylon Velvet Maker Sees 
Growing Acceptance in 1960 


NEW YORK—A leading producer 
of nylon velvet predicts a “snowball- 
ing acceptance” for the material 
next spring and summer, following 
its fall success. Arnold Stimmel, 
vice-president of A. Wimpfheimer & 
Bro., Inc., said nylon velvet attained 
popularity early in 1958 and sales 
this year have more than doubled. 

Children’s shoe manufacturers 
were first to see a sales potential in 
the material, Mr. Stimmel said. They 
launched it for party wear, then ex- 
panded into service styles. 

Mr. Stimmel said nylon velvet 
moves best in the most classic styles. 
In children’s and teens’ shoes, he 
said, the two- or three-eyelet bal ox- 
ford is the favorite style for school 
and casual wear, and the Mary Jane 
for party wear. Black is the top 
color in this category for spring, 
followed by vanilla ice, scarlet, pas- 
tel blue, pastel pink and mimosa. 

Mr. Stimmel cited several advan- 
tages of nylon velvet: It has a scuff- 
proof finish. The pile is completely 
fast, never picking, thinning or 
wearing out. In addition the mate- 


MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS %& CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 


Name.. 


Company 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 








rial is crock-proof, washable and 
resistant to spotting. It washes off 
with soap and water, drying quickly 
to its original appearance. 

Both deep shades and pastels are 
reproduced in nylon velvet with 
clarity and richness, Mr. Stimmel 
said. 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND * SURPLUS SHOES 
OVERJOYED you surely will feel like kiss- CANCELLATIONS 
ing him. COMPLETE STORES 


Write or wire - fast = 
PLEASE DON'T tion quality me 
CAUSE AUNT JENNIE IS JEALOUS 


women’s and children’ s shoes. 
Fine Footwear FOR OVER 43 YEARS 
UNCLE Louis Camitta & Son 
91 Reade St., N. Y. C. WOrth 2-5063 


MOSINGER - COHN 




















lléda BARIS BUYS for CASH Z77777 
B A 4 i S bane men's, Len utes of dentine ond 
Also complete stores considered 


T 
GANOELLATION "ihens Jobs in Fine Shoes From Fine Sources Since 1931 


7981 Reade St. ° New York 7, WY. © Tek WOrth 25100 | 


Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Oo. 

1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-4898 CE. 1-8762 
Quality Shoes Since '32 

“While in Town See Weil” 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 




















WE PAY MORE focause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 











inc, © BE 3-7290 
146 DUANE ST., %. V.C. 

















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 





M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West, B’dway Now, York City 
Tel. Beekman 3-014 




















TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
182 Mo. th St. oss wa scene Pe 
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Classified and Want Ads 


SALESMEN WANTED | SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED TO SELL SIDE 
LINE OF FAST SELLING IMPORTED 
FOOTWEAR in the low-price field. Consists 
of tennis, Men’s Glider Sole Dress Oxfords, 


Casuals, Rubber Footwear, etc. State back- 
x be '@) ra Ss A L E q Ae & ground in your reply. Reply to Box 650, Boor 
anD SHOE Recorper, Chestnut & 56th Streets, 


Philadelphia 39, Penna. 














Have immediate opening for experienced wholesale shoe EXPERIENCED MEN TO TRAVEL 
, é MEME FOLLOWING TERRITORIES with Large, 
salesmen in following territories: well-known Name Children’s In-Stock Line: 

Iowa, Nebraska, Minnesota, Ohio, Michigan and 
Indiana. MODERN SHOE COMPANY, 1201 


1 Colorado Wyoming Utah Washington Ave., . Louis, Missouri. 
. ’ ’ 


. “er WANTED: MEN TO SELL SIDE LINE 
2. Chicago and vicinity OF EXTREME HIGH-STYLED Men’s Dress 
Oxfords, such as Flat Tops, Missiles, Blades, 
3. State of Michigan except Upper Peninsula Knobs, etc. $9.98 retailers. Line consists of 

two dozen numbers. Furnish qualifications. 
Reply to Box 649, Boor anno SHoe RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





Need men with following in these territories. Excellent oppor- 
tunity, reasonable drawing account against earnings. Com- 
mission rate 6% on shipments. Reply giving full back- SIDELINE SALESMAN WTD. 


HENRY WILKINSON, Sales Manager 9} p p 0 RT U N | TY | 


J. W. CARTER COMPANY 


P. O. Box 30 Nashville, Tennessee 








ground to: 





We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 


BRILLIANT BROTHERS CO. FOR SALE 6% commission, plus bonus. Write. 
190 Lincoln St., Boston, Mass. NEIL CARLSON, SALESMANAGER 


National Distributor Men's Popular Price FOR SALE: FAMILY SHOE DEPART- 
Dress and Work Shoes. Exclusive and MENT in Department Store located in large SEABOARD HATIONAL SUCE COMPANY 


. : “9 es city Northern California. Department open 10 
Side Line territories. © Draw—Bonus. autos eclune Ger Seat 18 caus Sranie. 22 S. Hanover St., Baltimore 1, Md. 


Louisiana, Mississippi; © Washington, Should do $100,000 first year. Big potential. 
Oregon; Kansas, Missouri; Texas; Ne- Fixtures $4,500. Present inventory $37,500. 


3 Reply to Box 642, Boot anp SHOE REcoRDER, 
braska, lowa; Massachusetts, Connecti Chestnut & 56th Streets, Philadelphia 39, 


ct, Rhode jnlnd: ‘Upper New Yor: | | Penna | SIDELINE SALESMEN 


photo and references. CALIFORNIA HEALTH CLIMATE; . 2 eee : f 
FAMILY SHOE STORE, National Brands; Finest Branded Family Slipper Line with 
growing community. $18,000 stock and fixtures. i i 

Reply to Box 643, Boor anp SHOE RECORDER, Quality veputeten for _— 40 years. 
Chestnut & 56th Streets, Philadelphia 39, Penna. Established territories available as follows: 


We Have An Opening 1. N. Y. City and Long Island 
. N. ¥. City and Long Isian 
FOR METROPOLITAN NEW YORK FOR SALE: SHOE STORE, CORREC- 2. N. Jj., Eastern Pa., Del., Md. & 


fe) 
AND LONG ISLAND TIVE TYPE: Men's, Women’s and Children’s. Washington, D. C 


In business about 30 years. Developed beauti- : 
The Man we are looking for to cover the — trade — re — ro ga 3. Illinois, Wisc., Minn., la., and Mo. 
above territory must have the following at- ip merchandise all through the country. - 
tributes: antes im, onasorn wee York. ~~ = 4. South-Eastern States. 
1. N Ni in this terri ticulars Reply to Box 644, Boor anp SHoe Re- ae . a —— 
olen Gee ite children's a are conver, Chestnut & 56th’ Streets, Philadelphia Write in confidence, giving qualifications 
2. Must able to service both torge pres- 39, Penna. and references. 
tige accounts and small retailers. 
3. Conscientious, hard working, personable. Reply to Box 648, BOOT & SHOE RECORDER 
4. Be able to merchandise a complete line FOR SALE: SHOE STORE IN CON- Chestnut & S6th Streets, Philadelphia 39, Pa. 
of children's shoes. NECTICUT; established 16 years; Best Brands 
If you have the above qualifications, write Children’s Shoes and Women’s Orthopedic 
in confidence giving full details in first letter. — ge pan ag oO roy Pog store. 
e are retiring. eply to Box 647, Boot anp 
Reply to Box 645, BOOT & SHOE RECORDER Snore Recorper, Chestnut & 56th Streets Phila- 
Chestnut & Séth Streets, Philadelphia 39, Pa delphia 39, Penna. DISPLAY 
























































FAMILY SHOE STORE, EXCELLENT 
ROCHESTER LOCATION, $150,000 volume, 


SALESMEN WANTED quality oe os orn hare Cameron Com an Dis la 5 
ness; es ishe over years. onsistent 

Complete Line of Children's Shoes. Saiees, ontact BILL BROWNE, Trading ars p y p y 
Pre-Welts, CEMENTS and BON 500 ECHO LANE, GLENVIEW, ILL. 
Welts. Sizes | Infants’ to 3 Misses’. NEW AND ORIGINALS—IN ART OF DISPLAY 


Territories open: Ky., Indiana, DEALERS WANTED “TO THE MAN WHO CARES ABOUT 


Ohio, Okla., Texas, lowa, Kans. HIS WINDOWS" 


and Mo. Reply with details, ref- IMPORTANT FRENCH RUBBER FOOT. JACK CAMERON, PAUL HAMLIN 
WEAR Manufacturer seeks loca! dealers, all : 
erences. States but Eastern. Reply to Box 646, Boot ALSO GUY MALLOY, formerly of 
THE KEPNER-SCOTT SHOE CO., Inc., Orwigsburg, Pe. AND SHOgz Recorper, Chestnut & 56th Streets, NEIMAN MARCUS 
Philadelphia 39, Penna. 
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Index to Advertisers 


This Advertisers' Index is published as a convenience and not as part of the advertising 
contract, Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 


Acme Boot Company, Inc. ... 28 
Aleo Ranch Washable Foot- 
wear Company 68 
Altschul, Julius, Inc. 96 
American Girl Shoe, The ... 2 
American Juniors Shoe Com- 
pany, Inc 
American Machine & Foundry 
Company, Stitching Machin- 
ery Division 1 
Armour Leather Company ... 
Avon Sole Company 


a Oe We Oe C0: on ks Nees 121 

Bars 08 Coc ess se cds 103, 121 

Bass, G. H., & Co. 

Bata Shoe Company Incorpo- 
rated 

Beebe Rubber Company 

Bender Shoe Company 

Berned Shoe Company 92 

Boot and Shoe Recorder. .30, 31, 74 

Brezner Div. Allied Kid Com- 
pany, The 

British Classics, Inc. 


Inc. 


Cambridge Rubber Company 
Raynshu 
Vul-Cork 
Cameron Company, Displays 
Camitta, Louis, & Son 
Camitta Shoe Co. 
Carter, J. W., Company 
Cat’s Paw Rubber Company, 


Inc 
Cimimbosd Shoe Co., Inc. 
Converse Rubber Company.. 
Curtis-Stepehens-Embry Co... 
Danskin, Inc. 
Dow Corning Corporation ... 
Du Pont de Nemours, E. I., & 
Co., Inc 


Eddy Shoe Corporation 
Edwards Shoes, Inc. 
Edwards, Vincent, & Co. 
Essex Products, Inc. 
Everett & Barron Co. 


Federal Industries 


Gardiner Shoe Company, Inc. 

General Tire & Rubber Com- 
pany, The 79 

— Payne Shoe Com- 


any 
Gilbert Shoe Co., The 1 
Goding Boots, Inc. 123 
Godman, H. C., Company .... 20 
Goldman Sacks & Co. 102 
Golo Footwear Corp. ........ 18 
ag Tire & Rubber Com- 


6,7 
Prong Shoe Mfg. Co...Back Cover 


Hagerty, P., Shoe Co., The.. 
Haus of Krause, The 

Hempstead Shoe Co. 

Heydays Shoes, Inc. 

Horween Leather Co. 

Howard & Foster Shoe Co.... 
Hubschman, E., & Sons, Inc. 

Second Cover 

Irving Tanning Corp. 

Iselin, William, & Co., Inc.... 


Jarman Shoe Company 


Kangaroo Tanners 
Kelly Sales, Inc. 
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Laconia Shoe Co. 

Levor, G., & Co., Inc. 

Lion Sandals, Inc. 

Long Arm 

Lucky Sales Co., Inc. 

Ludwig Co., The 

Marbon Chemical Division of 
Borg-Warner 

Markell, M. J., Shoe Co. 

Martin Fabrics Corporation. . 

Medic Shoe Manufacturers, 
Inc. 

Medwed Footwear, Inc. 

Meyer Label Co. 

Modern Orthopedic Appliance 
Co. 113 

Mosinger-Cohn Shoe Co.. 

Nashua Footwear Corp. 

National Shoe Board Confer- 
ence 

National Transparent Plastic 
Company 

Nohel Mfg. Co. 

Nunn Bush Shoe Company 

Third Cover 

Ohio Leather Co., 

Pellon Corporation 

Pierce, C. S., Company 

Plastix Footwear Corp. 

Potvin, R. J., Shoe Co. 

Principle Plastics 

= & Delbert Boot Mfg. 


Quoddy Moccasins 

Ripple Sole Corp. 
Rockingham Shoe Company.. 
Romito-Donnelly Corp. 

Ross, A. H., & Sons 

Royal Metal Manufacturing 


St. Louis Toplift Co. 
Salomon & Phillips 

Scholl Mfg. Co., Inc., The ... 
Servus Rubber Co., The 
= Shoe Manufacturing 


Selene’ Stanley Co. 

Stitching Machinery Division, 
American Machine & Foun- 
dry Co. 

Stoff, M., & Co. 

Tan-Art Co. 

Taylor, E. E., Corporation. . 

Taylor, Thomas, & Sons .... 

Textile Banking Company ... 

Tingley Rubber Corporation 

Front Cover 

Topps Shoe Store 

— Oscar, Shoe Com- 


Tyee Rubber Company 

United Shoe Machinery — 
poration 

Vaisey-Bristol Shoe Co. 

Vemer Dry. 10C. ocec visas 36, 87 
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Corporation 1 

Vulcan Corporation 

Weil, M. K., Shoe Co. ....99, 121 

Wellco Shoe Corporation .... 107 

Winchell Shoe Mfg. Co. 102 

Winslow Bros. & Smith .... 114 

Wolverine Shoe & Tanning 
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to a Sit 
start with 





A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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Torture tests prove SUDERGRIP ® Cements Your Best Bond Buy! 


Torture testing SUPERGRIP cements on this flexing machine is just 
one of the ten different quality control checks you get when you specify 
SUPERGRIP cement. This torture test subjects the cement film to far 
greater wear and tear than your hardiest customer could ever give... 
your positive assurance that SUPERGRIP cements are carefully 
manufactured to safeguard your reputation and your profits — to give you 
maximum bond strength and dependability when sole attaching. 

Make sure you get the most out of cements — ask for a UNITED 
Specialist to survey and recommend formulas for your consideration. 
Contact your UNITED man today. SUPERGRIP cements are products 
of B. B. Chemical Co. and distributed by United Shoe Machinery 
Corporation, 140 Federal Street, Boston, Massachusetts. 


CEMENTS 


tHe UM cataloc...vouR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


® REGISTERED TRADE-MARK OF B. 6. CHEMICAL CO. 








Style 9198 
MONACO Last 


Black Cameo Calf 
Style 9298 

Same in Brown 
IN-STOCK 


Less Weight and Bulk 
than Ever Before! 


Another Nunn-Bush first! Almost every buyer 
who has seen the cushion insole construction 
of Pli-matics and then “hefted” the shoes has 
looked surprised. “How do you do it?” is the 
usual query, as he has noted the lightweight 
and trim style lines. Pli-matics are an achieve- 
ment... and if you will ask each customer to 
press his finger into the softness of the insoles, 
you will find that Pli-matics sell themselves! 


from ° 18-9 


NUNN-BUSH SHOE COMPANY 
MILWAUKEE, WISCONSIN 


Style 9395 
STAFFORD Last 
Black Cameo Calf 
Style 9495 

Same in Brown 
IN-STOCK 


Style 9351 
MONACO Last 
Black Cameo Calf 
Style 9451 © 
Same in Brown 
IN-STOCK 

















